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Grover Whalen is chairman of the 
reception committee for the A. F. 
A. convention. The old greeter spirit 
dies hard. 


* * * 


The most popular reception com- 
mittee which could be organized for 
the visiting firemen would be one 
made up exclusively of space-buy- 
ers, armed with fountain-pens and 
order-blanks. 

x * * 


Beauty shops are now being asked 
to handle Wrigley’s Double-mint. 
Looks as if chewing-gum may add a 
new hazard to the perils of perma- 
nent waving. 

* * * 


I saw a “Do you still send her 
flowers?” poster along side a Ches- 
terfield panel the other day, and 
the latter featured a lovely lady 
with an armful of roses. The least 
the florists can do, after that, is to 
add a P. S. to their copy, “And don’t 
forget the Chesterfields!” 


* * * 


Speaking of cigarettes, the “Keep 
Kissable”’ theme of Old Golds shows 
that somebody in the Lorillard or- 
ganization believed the song writer 
who insisted that ninety-nine out of 
a hundred, etc. 


* * * 


The United States prohibited the 
importation of Canada’s spiritous, 
vinous and malt liquors, and now 
the Canadians are going to make it 
tough for those who want to import 
magazines from the States. Is an- 
other bootlegging industry about to 
be born? 

* * * 

American magazine publishers 
probably feel that the effort to bar 
their publications from Canada is 
a feeling tribute to the intoxicating 
quality of their literary wares. 

.e 2 * 


Frostilla shows a lady swabbing 
her cheeks with shaving-soap suds, 
and asserts, “No woman would stand 
for it.” The reason, of course, is 
that she would get the shaving-brush 
in her eye. 

* * * 


Remington-Rand is making its 
typewriter-ribbon boxes look like 
those which hold face powder and 
other cosmetics. Now we may ex- 
pect to see the absent-minded sten- 
ographer powdering her nose with a 
typewriter-ribbon. 

‘ * * &* 


Seventeen thousand samples of the 
new Warren papers were requested 
as the result of the first two an- 
nouncements, it is reported. If this 
means that 17,000 new printing jobs 
are on the way, the disciples of Ben 
Franklin may as well dry their eyes 
and get busy. 


* * * 


Chevrolet now has 725 more deal- 
ers than Ford. That’s one of the 
Ford jokes which the sage of Dear- 
born probably doesn’t even smile at. 

+ * + 


“Pluto moves to Chicago,” an- 
nounces Printers’ Ink. That’s quite 
a move, even for Pluto. 

* * * 


Dorothy Dix is quoted as saying 
of her clients, “They tell me things 
they only tell their God.” That’s a 
handsome recognition from an ac- 
knowledged expert. 

Copy Cus. 


CANADA PAPERS 
CHEER TAX ON 
U.S, MAGAZINES 


See Better Days Ahead for 
Home Periodicals 


Ottawa, Canada, June 11—Indica- 
tions are that the Canadian Govern- 
ment will begin holding meetings in 
the immediate future to give Amer- 
ican periodicals an opportunity to 
prove they are of a “religious, edu- 
cational or scientific nature,” hence 
should not pay the new Canadian 
duty of 15 cents a pound which be- 
comes effective July 1. 


This provision seems to offer the 
only chance for American publish- 
ers to escape the duty. It is under- 
stood the large magazines have sur- 
veyed the situation carefully and de- 
cided the other loophole—printing 
in Canada—will prove too costly. 
While a huge Canadian circulation 
is affected in the aggregate, few 
individual publications have enough 
at stake to justify establishment of 
a separate printing plant to serve 
Canadian readers. 


The Canadian Government has 
made it clear that the burden of 
proving it is of a religious, educa- 
tional or scientific nature falls on 
each American publication and none 
is automatically exempt from duty. 


Guesses at Results 


Marketing, the Canadian advertis- 
ing journal, offered this prediction 
of developments: 

“Canadian circulations of Amer- 
ican magazines will decline to one- 
fourth or one-fifth their present 
size. 

“Increased lineage for established 

Canadian magazines and daily news- 
papers. 
_ “The cutting down of newsstand 
displays of magazines to a tenth or 
so of their present number, with a 
much larger showing of Canadian 
magazines. 

“The printing in Canada of sev- 
eral American magazines—in par- 
ticular women’s magazines having 
paper patterns as a by-product. 

“More American accounts for Ca- 
nadian advertising agencies.” 

This publication said the Cana- 
dian public simply will not pay the 
higher prices at which magazines 
will have to be sold. Marketing 
continued: 


Sales Magazine’s Views 


“Although it is true the principal 
national advertisers of the United 
States make extensive use also of 
Canadian magazines and  news- 
papers, yet it is known they have 
relied rather heavily on the overflow 
circulations of American periodicals 
to spread their advertising over 
Canada, and the practice of not a 
few American advertisers has been 
to debit their Canadian branches 
with a portion of their expenditures 
in American magazines. 

“That Canadian magazines and 
newspapers are likely to get in- 
creased lineage from American ad- 
vertisers would seem to be sure, if 
the case of one American advertiser 
is typical. 

“The Canadian manager for a 
large American firm said the com- 
bined Canadian circulations of the 


(Continued on Page 15) 


Pour into 


New York, June 12.—By land, sea 
and sky, delegations of advertising 
men and women are bearing down on 
New York for the 27th annual con- 
vention of the Advertising Federa- 
tion of America, which opens at the 
Hotel Pennsylvania Sunday and 
runs through Thursday. 

The business difficulties of the past 
18 months have quickened interest in 
the convention and its theme, “For 
a Better Understanding of Adver- 
tising.” The depression has razed 
old conceptions of the functions of 
advertising and given it new burdens 
to bear. How best it can serve as a 
keen-edged business tool will be con- 
sidered during the five-day conven- 
tion. 

The President of the United 
States, mindful of the vast potenti- 
alities of advertising, will send a 
message to be read at the first gen- 
eral session. 

The high estate of advertising will 
be further indicated by the presence 
of Governor Franklin D. Roosevelt, 
of New York; Colby M. Chester, Jr., 
president of General Foods Corpora- 
tion, C. F. Kettering, vice-president 
of General Motors Corporation, and 
others of equal brilliance. 


Europeans to Attend 


The meeting will be given an in- 
ternational flavor by the attendance 
of a delegation from the German sec- 
tion of the Continental Advertising 
Association, headed by Ulrich E. 
Meisel, advertising manager of the 
Horch Automobil-Worke in Berlin. 
Sir Charles Higham, of London, an 
old friend of American advertising 
men, also will be on hand. 

The convention begins at 12:30 
Monday, with a luncheon in the main 
ball room of the Hotel Pennsylvania. 
This session will continue through 
the afternoon. 

Tuesday will be given over largely 
to departmental meetings, with the 
annual banquet and ball of the A. 
F. A. scheduled for 7:30 that eve- 
ning. Several departmental meetings 

4 also be held Wednesday morn- 
ing. The general session of the A. 
F. A. will be resumed with a 


Advertising Hosts 


New York 


tor Federation Meet 


luncheon at 12:30 Wednesday, fol- 
luwed by a general program meeting 
to run through the afternoon. 

The annual business meeting of 


Gilbert T. Hodges 
President of A. F. A. 


the A. F. A. will be held Thursday 
morning at 9:30 and the convention 
will pass into history around noon 
of that day. 

A high spot in the convention pro- 
gram will be the key-note address 
by President Gilbert T. Hodges on 
“Advertising and the New Pros- 
perity.” 

This address will be based on a 
personal study of conditions: over 
the entire country by Mr. Hodges 
who will present his views on the 
responsibility of advertising in 
bringing about a definite upturn 
for business. 

It is Mr. Hodges’ belief that ad- 
vertising played a tremendous part 
in building business to its peak 
heights and it can render an even 
more important service in the pres- 
ent situation. 


(Continued on Page 10) 


Last Minute 


as an added starter. 


Atlantic City, N. J., June 12.—J. 


benevolent direction of the former. 


News Flashes 


Canada to Issue Exempt List July 1 

Ottawa, Canada, June 12.—(By wire).—The list of American magazines 
to be given exemption from the Canadian duty of 15 cents per pound will 
be carefully guarded until July 1, the date the tax takes effect. 

A. C. Pearson and George C. Lucas, president and executive secretary 
of the National Publishers’ Association, New York, are interviewing 
Premier Bennett on behalf of American magazines. So are representatives 
of Canadian distributors, who are making strong representations. 


Typographers to Exhibit at A. F. A. Meeting 
New York, June 12.—The Advertising Typographers of America will 
exhibit their work in the Pennsylvania Hotel during the A. F. A. meeting 


Sees Amity in Sale of Electric Appliances 


F. Owens told the National Electric 


Light Association the new Electrical Merchandising Joint Committee is 
ending the fight between dealers and utilities, with the latter exercising a 


OUTDOOR SALES 
ORGANIZATION 
GOES TO WORK 


In Operation June 15; Agencies 
Get 15 Per Cent 


New York, June 12—Outdoor Ad- 
vertising Incorporated, the new sales 
organization of the outdoor indus- 
try, has hurdled preliminary diffi- 
culties successfully and will begin 
functioning June 15. Kerwin H. Ful- 
ton, recently elected president of 
Outdoor Advertising Inc., has re- 
signed as president of the General 
Outdoor Advertising Company, Bur- 
nett W. Robbins being promoted to 
the presidency of General Outdoor. 

Outdoor Advertising Inc. has 
opened sales offices at 1 Park Ave- 
nue, New York, and in Chicago and 
Detroit. Other offices will be estab- 
lished in Boston, Houston, Cleveland, 
St. Louis, Cincinnati, Kansas City, 
San Francisco, Atlanta and Los 
Angeles. 

Under the new plan, advertising 
agencies will receive a commission of 
15 per cent, beginning January 1, 
1932. The exclusive solicitors now 
in the field will continue to receive 
16%4 per cent in recognition of their 
special service in behalf of outdoer 
advertising. 

The National Outdoor Advertising 
Bureau will continue as heretofore 
under the proprietorship of the ad- 
vertising agencies. Its functions will 
include, in addition to the placing 
of contracts, checking outdoor dis- 
plays, study of advertising and cir- 
culation values in outdoor advertis- 
ing plants, and the character of 
service rendered by plant owners. 


To Check Showings 


It is understood the Bureau will 
develop a uniform method of check- 
ing and verification, considering dis- 
tribution of plant, equalization of 
showings and physical condition of 
structures and of premises, as well 
as advertising copy. This checking 
will be done at least once a month, 
relieving advertisers from this neces- 
sity. 

Outdoor Advertising Inc. has an 
authorized capital stock of 100,000 
shares, equally divided into pre- 
ferred and common. The company 
will be supported by a fee paid by 
the plant owner upon the business 
received from all sources. This fee 
will be 5 per cent until January 1, 
1932, with adjustments thereafter as 
required. It is never to exceed 10 
per cent. 

General Outdoor Advertising Com- 
pany has subscribed for the quota 
of stock allotted to it, and will make 
payment by delivering to Outdoor 
Advertising Inc. commissions re- 
ceivable, as they accrue, on adver- 
tising contracts in its possession 
guaranteed to amount to not less 
than $20,000,000. It is also making 
available to the new company its na- 
tional sales department. 


Organization’s Line-up 


Besides Mr. Fulton, officers of 
Outdoor Advertising Inc. are Irving 
Bromiley, Albert M. Briggs, Sidney 
J. Hamilton, Sr., Albert E. Gans, 
R. D. French, Arthur Siegel, S. C. 
Hartshorn, Benjamin Eshleman and 
Geoffrey S. Earnshaw, vice-presi- 
dents; I. W. Digges, secretary and 
counsel; Walter E. Pratt, treasurer, 
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and George Wharton Pepper, gen- 
eral counsel. 

The board of directors includes 
Mr. Fulton, C. A. Reynolds, A. L. 
Bauers and Leonard Dreyfuss, of 
New York; George W. Kleiser, Jr., 
San Francisco; Burnett W. Robbins, 
and J. E. Morrison, Chicago; E. C. 
Donnelly, Boston; Granville Stand- 
ish, Providence; H. F. O’Mealia, 
Jersey City; P. L. Michael, Houston; 
George C. Ripley, Atlanta; W. Rex 
Bell, Terre Haute; C. U. Philley, St. 
Joseph; H. J. Fitzgerald, Milwau- 
kee; H. C. Macdonald, Detroit; E. 
W. Lemay, Richmond, and J. B. 
Stewart, Clinton, Ia. 

General Outdoor has a new line- 
up, which besides Mr. Robbins as the 
new president, includes Donald G. 
Ross, vice-president; A. L. Bauers, 


vice-president in charge of opera- 
tions, and Charles A. Reynolds, sec- 
retary-treasurer. 

Outdoor Advertising Inc. will 
place extensive facilities at the serv- 
ice of advertisers without charge. 
This includes planning and market- 
ing counsel, creative work, ideas, 
word-copy and colored visual 
sketches. Finished art work will be 
charged for. 


Des Moines Elects 

Dan Frey has been elected presi- 
dent of the Advertising Club of Des 
Moines, succeeding Frank T. Carroll. 
Other officers are: E. A. McClena- 
han, vice-president, and J. E. White, 
secretary-treasurer. 

New directors: John Williamson, 
Paul D. Patterson, Jack Bilz and 
Anthony L. Sarcone. 


Advertising Men 
Plan Golf Outing 


Members of the Western Adver- 
tising Golfers’ Association will leave | 
Chicago on a special train at 7:30) 
p. m., Friday, June 19, for a week- 
end of golf competition at Minocqua, 

is. 

Non-members may make reserva- | 
tions by calling H. G. Schuster, sec- | 
retary, at the Chicago Daily News. | 
Total €xpense is $35. 


Lawrence Bids on 
“Washington Post” 


David Lawrence, publisher of the 
United States Daily, may buy the 
Washington Post, property of the| 
late John R. McLean. According to | 
rumor, others interested are William 
Randolph Hearst, Mrs. Eleanor Pat- 
terson and Paul Block. 
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CENTRAL FIGURES IN NEW 
OUTDOOR LINE-UP 


At left, Kerwin H. Fulton, who resigned as president of 
General Outdoor to head new sales company; and Burnett W. 
Robbins, his successor with G. O. 


SOAP PRODUCERS 
GIVE NEW TASK 
TO ADVERTISING 


New York, June 11.—That adver- 
tising can contribute to stabiliza- 
tion of employment is the belief ex- 
pressed in a report to the Presi- 
dent’s Emergency Committee for 
Unemployment by Roscoe C. Ed- 
lund, manager of the Association of 
American Soap & Glycerine Pro- 
ducers, Inc., of this city. 

Reports received by Mr. Edlund 
from members of his organization 
indicate that advertising, naw be- 
ing utilized in larger volume than 
usual, has already accomplished this 
for the soap industry. Of 31 report- 
ing on condition of business 14 re- 
ported increases, 8 decreases and 9 
normal. 

For employment, 13 of 47 report- 
ing indicated increases, 4 decreases 
and 30 normal. Of 25 reporting on 
wages, 24 reported no reduction and 
2, reductions. 

Mr. Edlund explained his idea is 
not merely to increase volume of 
sales but to spread volume more 
evenly over the year, smoothing out 
peaks and valleys in buying ac- 
tivity. 


Some Successful Lines 


To support his view that this idea 
is not visionary he said oil burners, 
once sold largely in the summer and 
fall, now have a year-round market. 
Radio, soft drinks and paint are 
among lines which now sell through- 
out the year, though it was once 
customary to relax sales and adver- 
tising effort when certain seasons 
arrived. 

He concluded by describing the 
successful efforts of the Procter & 
Gamble Company, Cincinnati, to 
guarantee employment for not less 
than 48 weeks in each year. 

The company requires employes 
to be with it six months and to sub- 
scribe to the Procter & Gamble 
Profit-Sharing Plan, under which 
the worker acquires stock in the 
company and accumulates a fund 
which eventually establishes his in- 
dependence. 

William Cooper Procter explained 
this plan meant the company has to 
estimate its sales by brands for 12 
months ahead. 

“These estimates were broken up 
into 49 weeks of equal production,” 
he said. “This gives us a week of 
grace. During 1929 the estimate of 
production as set by our sales execu- 
tives varied less than 6/10 of 1 per 
cent from actual production. 


Use More Warehouses 


“In the seven years the plan has 
been in effect, we have not decreased 
the schedule of production estab- 


Free Park Ticket 


with Can of Coffee 
New York, June 11—A mil- 
lion children will get free 
tickets to Luna Park July 6-10, 
provided their parents buy 
Astor House Coffee, produced 
by B. Fischer & Co. 
The tickets will be placed in 
Astor House containers. 


been necessary to erect more ware- 
houses to take care of stocks which 
have accumulated and which always 
will accumulate from time to time. 

“For instance, in an active buying 
period, our dealers have a tendency 
to buy larger than the consumer con- 
sumption, and in a depressed period, 
that dealer liquidates his stock, re- 
sulting in his buying. less through 
the depressed periods than is actu- 
ally consumed. 

“However, if we estimate our 
sales properly, and use our ware- 
houses to take up the slack when 
dealers are not buying evenly, the 
plan is feasible, though it does mean 
an investment in warehouse stocks 
of considerable money at certain 
periods of the year. 

“Whatever has been the cost to 
make the plan operative, we have 
been more than repaid in good will, 
good feeling, and loyalty on both 
sides that characterize our relations 
with all our employes, and in the 
steadiness and certainty of our 
operations.” 


Town Criers Re-Elect 
Their Old Officers 


Ned B. Abbott, secretary of the 
Randall Company, St. Paul printers, 
was re-elected president of the Town 
Criers Club of that city June 9. Ade- 
laide Enright was re-elected vice- 
president. 

Harold E. Blodgett was named 
secretary and W. W. Chreiman, 
treasurer. 

Frederick O. Schubert, chairman 
of the publicity committee, dis- 
cussed plans for bringing the con- 
vention of the Direct Mail Adver- 
tising Association to St. Paul in 
1932 or 1933. 

President Abbott named com- 
mittee chairmen: Frederick G. 
Stutz, educational; Dabney Miller, 
membership; Cameron Clarke, vigi- 
lance; A. E. Felstead, civic; George 
Ghizoni, publications; Louis Me- 
lamed, entertainment, and Mr. 
Schubert, publicity. 


Advertise New 


Shaving Cream 
Ketchum, MacLeod & Grove, 
Pittsburgh, are directing a newspa- 
Ee and radio campaign in the Pitts- 
urgh area on QUO for General 
Products Corporation. This is a 
two-cream shaving _ preparation 
packaged in a patented two-com- 
partment glass jar. 

Skin Cream and Frigitalc 

will be introduced later. 


Report Profits 
Dividends paid by advertising, 
printing and publishing companies 
in May amounted to $2,580,679, ac- 
cording to Standard Statistics Com- 


lished for any year. True, it has 


pany, New York. 
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ADVERTISING AGE 


WANT STATIONS 
TO LAY THEIR 
CARDS ON TABLE 


Western Agencies Discuss 
Radio Difficulties 


Deploring the scarcity of informa- 
tion available as to listenership and 
coverage of radio stations, the West- 
ern Council of the American Asso- 
ciation of Advertising Agencies, 
meeting in Chicago June 9, decided 
to have members report their expe- 
riences with local stations for the 
benefit of all. 


Other subjects discussed at length 
were station representation, local- 
national rates and the commission 
on talent. 


A meeting of the Media Commit- 
tee of the Council had as its leading 
topic the growth of forced news- 
paper combinations. Charts were 
exhibited showing that newspaper 
combinations increased from 122 in 
1929 to 153 in February, 1931—a 
24 per cent gain in less than two 
years. 


At the radio meeting the agency 
men declared in favor of an analysis 
of what the station has to sell pat- 
terned after the data regularly sub- 
mitted by publications. Owing to 
the new tendency on the part of 
agencies to service radio advertising 
with the same staff that functions 
for other mediums, the lack of the 
type of co-operation offered by pub- 
lications has become more noticeable. 


Asks Better Representation 


The need of representation finan- 
cially and otherwise responsible was 
also stressed. In this connection, 
approval was expressed of Adver- 
tisers Radio Service, the new organ- 
ization headed by William S. Hedges, 
who is also president of WMAQ, 
Chicago. It is believed that from 
two to four similar organizations 
will be functioning in the near 
future. 


Advertisers Radio Service is now 
representing 20 stations, and it plans 
to increase to about 50 in order to 
provide coverage in all markets. 
The organization allows agencies 15 
per cent on time and leaves the com- 
mission on talent to the policy of the 
individual station. 

Encouraged by the action of 
WMAQ and other stations which 
adopted single rates this year, mem- 
bers agreed to continue their educa- 
tional efforts with other stations to 
the end that the national rate be 
universally abolished. 

The discussion of whether to 
charge a 15 per cent commission on 
talent uncovered widely differing 
opinions. Some declared they did 
not need it, while others said their 
radio service could not be rendered 
at a profit without it. The meeting 
of the New York Radio Committee 
scheduled for the week of June 15 
is expected to clarify this situation. 

This committee will also deal with 
the evils involved in the sale of tal- 
ent. With the helter-skelter meth- 
ods now prevailing, as many as five 
15 per cent commissions are being 
taken out of the advertiser, man- 
agers, stations, theatrical brokers, 
radio talent brokers and advertising 
agencies all being in on the deal. 

It is believed the problem can be 
solved by recognizing one agency for 
the clearing of radio talent, or by 
the adoption of uniform practices 
by advertising agencies. 


Forgetful Movie Star 


To illustrate the risk assumed by 
the agency at present, one member 
told how he had engaged a moving 
picture star through a theatrical 
agency, prepared the script and an- 
nounced the feature with extensive 
newspaper and direct mail advertis- 
ing, only to learn two days before 
the first broadcast was scheduled 


that the star’s contract with her | @ 


Peter P. Ott, of New York, won 
first prize in the professional group 
of the Seventh Annual Competition 
of Small Sculptures in White Soap, 
sponsored by the Procter & Gamble 
Company. Over 5,500 entries were 
received in the competition, which 
runs in New York to June 27. 


—something the star hadn’t remem- 
bered when affixing her signature. 
Another move which the agency 
men approved as a means of stabil- 
izing radio advertising is the draw- 
ing up of a list of approved agencies 
by the National Association of 
Broadcasters. The work is now in 
preparation, and the list will be sub- 
mitted to members at the associa- 
tion’s convention in October. 


Chains Secure 
37 Per Cent of 
Retail Volume 


Washington, D. C., June 11—While 
chain stores are a vital factor in 
highly congested centers of popula- 
tion, the independent store is an im- 
portant link considering the country 
as a whole. 

Figures released by the Depart- 
ment of Commerce show that in 
cities of a million or more popula- 
tion, business was about evenly di- 
vided between the chains and inde- 
pendents. The share of the indepen- 
dents was considerably larger, 72 per 
cent, in cities of 10,000 to 30,000. 
For the country as a whole, based 
on reports from 485 cities, the inde- 
pendents’ share was 63 per cent. 

Retail sales in these 485 cities 
aggregated $15,106,308,000 in 1929, 
of which $7,120,000,000 was concen- 
trated in 17 cities of 250,000 popu- 
lation and over. 


Market Pak-Carrier 

A new product, the U. S. Pak-Car- 
rier, is being marketed by the spe- 
cialty division of the United States 
Bobbin & Shuttle Co., under the di- 
rection of G. Earle Holmes, of Provi- 
dence. It is being widely advertised 
in sports, outdoor magazines and 
trade papers. 


Get Gunite Account 

The Gunite Corp., Rockford, IIl., 
manufacturer of Gunite cast brake 
drums and general castings, has ap- 
pointed Williams & Cunnyngham, 
Chicago, to direct its advertising. 
Magazines, trade journals and direct 
mail will be used. 


Agency for Tableware 

The Watson Company, Attleboro, 
Mass., manufacturer of sterling sil- 
ver tableware, has placed its account 
with Dorrance, Kenyon & Co., Bos- 
ton. General and class magazines 
and trade papers are being used. 


Handle Meat Campaign 

The San Francisco office of the 
Campbell-Ewald Company has been 
selected to handle the first-year $50,- 
000 campaign of the Pacific Live- 
stock and Meat Institute. 


Hold Art Exhibit 


An exhibit of advertising art is 
being held by Loomis, Baxter, Davis 
Whalen, Inc., Kansas City. It 


producer forbade radio appearances 


MV 


No. 66 of a Series 


Your Secretary 


rises to report 


— 

An Illinois publisher: “The ‘Getting along well till this is- 
trouble with you advmen—your sue... Asto present copy, have 
copy is too smart... Wechuckle seen worse but don’t know 
“Isn't that clever?” . . . Next where... Read all previous ones 
week forgotten.” . even cut out one for my 

Your secretary wishes A Philadelphia Agency: No- files.” 


to report that he has been watch- 
ing the mails hopefully ever since 
that advertisement asking for at- 
tention and feels that all of the 
mountain precincts have been 
counted. The vote stands at 24. 
Most of the replies were favor- 
able but that was probably just 
because Spring is here. 

Very anonymously your secre- 
tary is going to quote a few of 
the comments after first offering 
congratulations and apologies to 
“Advertising Age’’ for the type 
of copy in that “Well, Anyhow 
a Postcard’ advertisement. The 
whole thing might have been 
taken as a reflection on the maga- 
zine's drawing power. The re- 
sponse is a vindication of that 
power. 

A Minneapolis agency: “*.. . 
Have gotten an entirely different 
conception of Scribner's from 
your series... Hope to send a 
good sized campaign your way. 

A New York agency: “Your 
advertisements made me want to 
read Scribner's... Didso... 


Now buying extra copies and 


tably well done... Hang on to 
the agency that prepares it.” 

A St. Louis Agency: ‘‘Layouts 
are masterpieces of typographic 
ingenuity . . . Have cause for pro- 
testing Harvard Awards...” 

A Boston Agency: ‘‘If all 54 
had been as effective in the use 
of elementary psychology and a 
sense of humor as 54 (see your 
last paragraph), you would have 
received more letters than you 
could count...” 

A Chicago newspaper pub- 
lisher: “Congratulate you on its 
refreshingly different appearance 
. . . Confess in a small way, we 
have been stealing your stuf...” 

A St. Louis Agency: ““Clev- 
erest typographical layout and 
most interesting copy in any pub- 
lication.” 

A Milwaukee Manufacturer: 


A New York magazine pub- 
lisher: ‘Have enjoyed them... 
We too do not employ extra mail 
clerks to handle enthusiastic 
comments...” 

New York Agency: Your ads 
are seen—sometimes appre- 
ciated.” 

A New York magazine pub- 
lisher: ‘“Subscribed to Scribner's 
because of this series . . . Look 
for it first in Advertising Age.” 

A New York newspaper pub- 
lisher: “Very fine examples of 
magazine trade paper advertising 
. . . Could we have a complete 
set and be put on mailing list for 
promotion?” 

Your secretary could go. on 
but you get the point. ls our head 
swelled? Is our face red? If there 
is no objection, the minutes will 
be approved as read. 


passing them along.” 


SCRIBNER'S 


MIDDISHADE ADDS 
BROWN AND GRAY 


Philadelphia, Pa., June 11—The 
Middishade Company, which has 
made a sensational advertising and 
merchandising success by specializ- 
ing in blue suits for men, has modi- 
fied its original policy and in the 
future will produce gray and brown 
suits also. 


The company said the change was 
caused by demand from both dealers 
and consumers. 


“First our salesmen started wor- 
rying us,’ it commented. “Then 
dealers began clamoring. Consumers 
wrote in. Men who were enthusi- 
astic about Middishade blue could 
not see why they could not add other 
colors to their wardrobe in the make 
they liked so well in blue. This has 
been going on a long while. 


“We couldn’t say ‘No’ any longer. 
In fairness to nearly a million men 
who bought a Middishade blue and 
to the thousands of Middishade re- 
tailers who earnestly requested us to 
extend highly successful Middishade 


will run to June 20. 


specialization to other colors, we are 


adding gray and brown to Amer- 
ica’s famous blue. 

“Not merely a gray and brown, 
but the grays and browns that each 
season stamps with fashion ap- 
proval. So Middishade triples the 
money-making possibilities of the 
best known specialty clothing name 
in America.” 

The advertising appropriation has 
been augmented to give the new 
lines the same type of publicity 
which made the old so successful. 
The advertising is handled by the 
Joseph Katz Company, Baltimore. 

The company is also contemplat- 
ing a change of name by adding 
“Clothes” to the present style. Un- 
der the present name, it is said, 
many get the impression the com- 
pany manufactures the cloth and 
sells it in that form. While the 
company controls the factory where 
the fabric is made, it sells suits only. 


Advertise New Type 
of Investment Trust 


The advertising account of the 
Century Securities Corp., Chicago, 
national distributors for First Di- 
versified Bond Trust participating 
certificates, has been placed with 
Albert Frank & Co., Chicago. 

This represents the first invest- 
ment trust made up entirely of bonds 
which has been offered to the public. 


Start New Agency 

Robert E. Oberfelder and Joseph 
P. Franken have formed the New 
York advertising agency of Ober- 
felder-Franken, Inc., 207 Fifth ave- 
nue. Mr. Oberfelder spent several 
years with the Fairchild Publica- 
tions. Mr. Franken has been with 
Liberty and others. 


Pass Automobile Law 
Colorado’s uniform motor vehicle 
act has been signed by Governor 
Adams. All drivers must be licensed, 
but the permits are effective indefi- 
nitely without renewal. All speed 
limits are abolished. 


Joins Lavin Agency 
James Corliss Davis has become 
an account executive with Lavin & 
Co., Boston. He was formerly with 
Doremus & Co., Boston, and Batten 
— Durstine & Osborn, New 
ork. 


Simoniz on Air 
The Simoniz Company, Chicago, 
inaugurated a 15-minute w y 
radio program over the National 
Broadcasting .Company, June 8. 


Abolish Radio Office 
Canadian National Railways have 
abolished the office of director of 
radio, and E. A. Weir, who held that 
title, has become assistant director 
of publicity. 
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The Advertising Federation 
Comes Back 


A few years ago it was customary 
for advertising men to shake their 
heads when the Advertising Federa- 
tion of America was mentioned, and 
to predict its speedy dissolution. It 
no longer had a mission, it was said; 
it had developed into a ballyhoo or- 
ganization; it represented the small- 
towner’s idea of display and excite- 
ment; and it did not properly reflect 
the dignity and importance of ad- 
vertising. 

Some of these criticisms may have 
been based on fact; if so, the Fed- 
eration suffered because of the con- 
ditions, and because of the general 
opinions which seemed to be held at 
that time. It is all the more impres- 
sive, therefore, that these opinions 
have been generally swept away and 
replaced by others far more favor- 
able and even enthusiastic regarding 
the Federation and its possibilities. 

Something has happened to the 
organization during the recent years, 
and we would be inclined to say 
that the thing that has happened has 
been the development of a specific 
objective, and the adoption of a 
business-like program by means of 
which to achieve it. The advertising 
field seems to have sensed that 
change in the situation, and to ac- 
cord to the Federation the respect 
and co-operation which such an 
alignment justifies. 

There are of course many adver- 
tising associations representing va- 
rious groups of advertising interests, 
but the Federation is the only asso- 
ciation which represents all inter- 
ests, and which accordingly can 
serve as a clearing-house for all ad- 
vertising activities requiring joint 
action and co-ordination, as all of 
them do. 

There are associations of national 
advertisers, industrial advertisers, 
retail advertisers, financial adver- 
tisers, direct mail advertisers; asso- 
ciations of publishers, agencies, out- 
dcor advertising interests, etc.; and 


there are constant contacts between 
and among these organizations, 
which suggest the advantage of a 
central, focal point where common 
interests can be discussed and pol- 
icies developed having in mind the 
good of the whole field. 

The adoption by the Federation 
of a business-like program for the 
promotion of advertising, and the 
establishment of an immediate ob- 
jective relative to education and re- 
search were important mile-stones in 
the development of a new and 
worth-while place in the field for 
this association. Naturally this work 
could not be successfully carried out 
except through the active and ag- 
gressive efforts of men whose posi- 
tion and standing in the field gave 
them influence and authority. 

Men like Hodges, Strong, Young- 
green and others who have carried 
the load during the past few years 
and have helped to put the Federa- 
tion on a sound basis deserve the 
credit and congratulations that they 
have fully earned. The friends of 
the late Walter A. Strong have rea- 
son to be proud of the contribution 
which he made to advertising 
through his work for the Federa- 
tion. 

The New York convention, now 
opening, promises to be the greatest 
in the history of the association— 
from the standpoint of the impor- 
tance, interest and sound value of 
the program proper; from the stand- 
point of attendance and enthusiasm 
on the part of those participating, 
and from the standpoint of the sup- 
port which the whole field is giving 
to the Federation and its activities 
through the medium of the conven- 
tion. 

ADVERTISING AGE says frankly 
that the Advertising Federation of 
America, once on the way out, has 
done an amazing come-back. Lead- 
ers of the A. F. A., we congratulate 
you—and wish you well for the 
future! 


Women in Advertising 


When the feature, “Women in Ad- 
vertising,” was established in Ap- 
VERTISING AGE, appearing in the first 
issue of the National Newspaper of 
Advertising, it removed for the first 
time the burden which feminine ex- 
ponents of advertising had been la- 
boring under. 

Women have never been accused 
of being the silent sex, and yet the 
advertising business had apparently 
felt that they should be seen and 
not heard. If an advertising achieve- 
ment was accomplished by a woman, 
she was permitted to drape the folds 
of anonymity modestly about her 
and retire to her den to ponder on 
the ways of fate and the cruelty of 
mankind to man—and to woman. 

ADVERTISING AGE is rather proud 
of having taken woman by the hand 
and led her to the front of the stage, 
there to receive the plaudits which 


she has justly earned in so many 
fields of advertising. We may say, 
for the benefit of our envious con- 
temporaries, that this has proved to 
be one of the most popular features 
in the publication. There are still 
plenty of able women in advertising 
to be formally introduced to our 
readers, and they will be presented 
in due course. 

The important fact about all this 
is that it has been shown that women 
in advertising are not just “clever 
little girls” writing copy about face- 
powder and baby-clothes. There are 
many successful copy-writers, to be 
sure; but there are also successful 
agency executives, successful publi- 
cation representatives, successful 
editors and publishers, successful 
association workers, and in fact 
successful women in all branches of 
advertising and publishing endeavor. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


260. 1204 Tested Key Markets. 

This new booklet is issued by 
Tower Magazines, Inc. The fore- 
word explains this circulation analy- 
sis as showing concentration through 
the 1,752 exclusive Tower Magazine 
outlets, in the cities and towns in 
which there is greatest concentra- 
tion of the nation’s buying power. 
The Tower Magazines are distri- 
buted through 1,680 Woolworth 
stores in the United States. The 
areas in which these stores are lo- 
cated do over 75 per cent of the 
country’s retail business. 


258. Survey of 1,000 Filling and 
Service Station Subscribers. 
The Gasoline Retailer, New York, 
has examined 1,000 filling stations 
to discover trends in the field and 
put the results into a compact book- 
let. The publication found a strong 
trend toward complete service by 
gasoline retailers. Not only tires, 
automobile accessories and service 
are being dispensed, but foodstuffs, 
ranging from chocolate bars to com- 
plete lunches, are being handled by 
many. 


259. Packaging and Shipping Prac- 
tices in the Food Industries. 
This brochure gives the answers 
to a number of questions, including: 
“What is the title of the individual 
to whom the head of your shipping 
department reports? What individ- 
uals in your organization have a di- 
rect interest in packing and ship- 
ping? Which individual is respon- 
sible for originating changes in ship- 
ping or product containers or prod- 
uct wrappers? Who has the final 
word in approving such changes?” 
Published by Food Industries, New 
York. 


233. “Time” for Concentration. 
This 96-page booklet from Time, 
New York, gives facts about read- 
ers’ 1931 buying plans, their buying 
habits, the sort of people they are, 
and the costs of reaching them in a 
concentrated campaign. The illus- 
trations are sermons in pictures that 
no advertiser can afford to miss. 


231. The Merchandising Department 
of the Chicago Elevated Ad- 
vertising Co. 

This reprint in booklet form de- 
scribes the close co-operation offered 
national advertisers by this Chicago 
organization. Close contact with re- 
tail outlets not only broadens dealer 
good will, but uncovers “hidden dis- 
tribution”—brings the client’s prod- 
uct to a more prominent position in 
the store. 


239. To Serve You. 


A profusely illustrated booklet 
describing the service available to 
advertisers through the National 
Register Publishing Co., New York, 
publishers of the Standard Advertis- 
ing Register and National Advertis- 
ing Records. 


124. The Recorder Outlook. 


A monthly bulletin by Arthur D. 
Anderson, editor of Boot & Shoe 
Recorder, New York, which dis- 
cusses the economic significance of 
new trends and forthcoming articles. 
The current issue comments upon 
the greatly lengthened selling sea- 
sons. 


176. The Golf Market. 

Golfdom, Chicago, has completed 
its annual survey of what has hap- 
pened among the golf links of the 
country and stated the facts in an 
eight-page booklet. 


21. The Hospital Field. 


Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


“NOT A SHIMMY IN A SHIPFUL” 


KISSABLE 


NOT A SHIMMY IN A SHIPFUL 


--. WITH 


BUDD DUALS 


BUDD DUALS were creoted to give you POCKET- 
EASE .. os well os give you sweeter rolling wheels, 
But the mokers also considered your back, your 
knees, your trusting map, your sacial standing os 
well os your PURSE! 


They created a realty wabbie proof duc! set-up 
.«. free from those insidious shimmies’ <———~ 
that burn up cords—breed blowouts like rabbits 
and so yank you down into the gutter 3goin 
cod again to beet your fittie wings silly against 
frozen rims. No longer need hyb-grease moke 
your loved ones shun you os they would the in 
stoliment collector. No longer need sunset catch 
you beoring a striking resemblance to something 
found under a domp log! 


To avoid persistent tire - grief, use wobble - proof 
Budd Dyols .. on 1' 2 ton trucks os well os on 
S ton giants. The mileages they deliver will be like 
balm to your bleeding bank balance. Aod they'll 
also prevent your being booed from drawing 
rooms for looking as though you'd just been 
pulied through a ripe, old meerschaum pipe! 


HERE'S THE PROOF® «+———— 


Take off the outside wheel of o poir of Budd Duats. Do the 
same with any otmer dots Then jvage for yourself which ber 
the most wobble proof set up. bvdd Ovals hove two 1eporote 
sets of cup nuit insteod of only one, The inside wheal ts 
gripped to the bub by ity own set, and the autside wheel by 
enather set So, with Bodds, tire-scufl in es rove on 2 cotton 
stocking Premature Digwavt becomes just @ birter memory H's 
@ tovor te your family aod purse, as well as to your vehicles, 
te ride DOUALL-NUT MOUNTED, wobble-preot BUDD DUALS. 


Budd Wheel Company’s copy in the trade papers. 


Voice of the Advertiser 


Kill Restrictions 
on Cigarette Copy 

To the Editor: ADVERTISING AGE 
recently reported that the Oklahoma 
Legislature passed a bill prohibiting 
pictures of women and children in 
cigarette advertising. 

I am informed by the Senate gen- 
eral clerk that this particular bill 
did not pass the Senate and there- 
fore is not a law. 

There have been enough half- 
baked ideas made into laws to offer 
a serious handicap to business with- 
out being credited with any extra. 

J. C. BRANDON 

Asst. Adv. Mgr., Tulsa Tribune, 

Tulsa, Okla. 


Let Nature Take Its ; 
Course, Says Walker 

To the Editor: We feel the 
Harvard Awards certainly have 
served a useful purpose, but are not 
inclined to believe their continuance 
should be financed through the ad- 
vertising fraternity. 

As a matter of fact, we question 
very much whether this could be ac- 
complished under present conditions. 
It would seem the best thing to do 
is to let nature take its course and 
assume the discontinuance of the 
awards is permanent. 

GroRGE N. WALKER 


Adv. Mgr. Vacuum Oil Co., 
New York 


Arthur Kudner Votes 


for Harvard Awards 
To the Editor: In response to 
your inquiry, I do feel the Harvard 
Awards have served a useful purpose. 
They have provide an incentive to 
better craftsmanship, and in my 
opinion have tended to dignify the 
profession through the _ establish- 
ment of commendable standards. 
ARTHUR KUDNER 
President, Erwin, Wasey & Co., 


New York 


Can’t Spell Holliston; 
What Chance with—— 


To the Editor: Thanks for the 
mention of Cotton Bond in ADvERTIS- 
ING AGE. Perhaps you will identify 
us more easily if we tell you we are 
the company referred to as_ the 
“Hollister Paper Mills.” ; 

But don’t let that make you feel 
bad. We have been addressed by 
names ranging from the “The Hol- 
liston Dairies” to the “Holystone 
Manufacturing Co.” The important 
thing is that your news story re- 
sulted in a number of inquiries for 
our new cotton cloth for printing 
purposes. 

T. E. EL.is 
Holliston Mills, Inc., Norwood, Mass. 


—Waxahachie? 


To the Editor: Our organization 
has taken over the representation of 
the Waxahachie Light, Waxahachie, 
Texas, and I felt you might care to 
get a scoop in your next issue con- 
cerning this very important change. 

The spelling given is most cor- 
rect and you can see me as regards 
the true pronunciation if you are 
unable to conquer the word. 


J. A. HINMAN 
Texas Daily Press League, 
New York 


s. * 


Direct Mail Angle 
on Canadian Situation 

To the Editor: It is a little too 
early to get an intelligent picture 
of what the new Canadian taxes and 
tariff changes really mean in their 
result on business. There is one 
thing certain: the duty on United 
States magazines will make it nec- 
essary for United States advertisers 
to give real attention to the Can- 
adian market if they wish to retain 
Canadian business. 

As the postage rate on mail mat- 
ter remains the same it appears 
United States advertisers would be 
well advised to regard Canada from 
this angle. 

H. C. Lowrey 

Harold C. Lowrey Organization 

Toronto 
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ADVERTISING AGE 


SHAWMUT BANK 
HELPS CLIENTS 
GET BUSINESS 


Opens Path of Least Resistance 
to Key Men 


Boston, Mass., June 11—Breaking 
away from the traditional concep- 
tion of the functions of a financial 
institution, the National Shawmut 
Bank of Boston is co-operating with 
customers to produce more sales. 

The new policy is indicated by the 
bank’s’ own advertising, which ex- 
plains “We cannot sell your goods 
for you, but we can open up for you 
the path of least resistance to the 
key prospects of New England.” 

This institution is placing at 
others’ service a method employed 
for the development of its own busi- 
ness. Two years ago the bank be- 
gan going after new accounts. Ray 
A. Ilg, now vice-president and head 
of the merchandising division of the 
National Shawmut Bank, was ob- 
tained. Mr. Ilg was vice-president 
and general sales manager of the 
Liberty Mutual Insurance Company 
of Boston. 


On coming into the bank’s organ- 
ization he stressed the idea that the 
directors could secure new business 
for the institution through their 
mercantile affiliations and acquain- 
tances, touching every industry. 

From this conception developed 
the service to customers and pros- 
pects who are seeking new business. 


Case in Point 


Mr. Ilg said the bank learned of 
a prominent company in the Middle 
West which had been securing busi- 
ness by the direct mail method and 
wanted assistance in gaining an 
entrée into New England. 


“We obtained complete informa- 
tion in regard to the company,” he 
explained. “One of our directors 
knew the man in control. We asked 
the director to communicate with 
this man so one of our representa- 
tives could visit the home office. 


“The director followed this sug- 
gestion. When our representative 
met the president of the company 
he was cordially received. Officers 
of the company were interested by 
this assistance, but were not con- 
vinced they should open an account 
with us. They asked why they 
should choose our bank. 

“We at once offered aid in mer- 
chandising their product in New 
England. We said we could show 
them how to approach key prospects 
here to the greatest advantage. We 
could also indicate methods to be 
avoided. 

“This argument was so convincing 
the company discussed its problems 
with our representative. He re- 
turned fully informed. 


Smoothing the Path 


“Among several necessary con- 
tacts for our prospect were two out- 
standing organizations which he 
must sell in order to establish him- 
self in New England. We found 
that in each case a director of the 
bank had a contact with the com- 
pany. 

“We talked with these directors, 
so that when the representative of 
our prospect came here we were 
prepared to give him all necessary 
information. The Middle Western 
company made the contacts success- 
fully and is now enjoying a good 
business with New England concerns. 

“We continued to follow this 
method with companies in New 
England that desired more business 
in this territory and others which 
sought outside trade. There have 
been other cases in which it would 
not be desirable or advantageous for 
companies to come into New Eng- 
land for new business and we have 
told them so. 


“All of this effort brought such 
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favorable results that the bank de- 
cided to advertise its new service. 

“The purpose of the campaign is 
threefold. First, we encourage com- 
panies already in New England and 
those who wish to secure a new 
market here by showing them that 
business in New England is produc- 
ing profits. 

“Secondly, we show that the 
Shawmut does not simply sell cash 
and credit but that we are willing 
to place all our contacts and busi- 
ness experience at the command of 
reputable companies. The third pur- 
pose is to advertise the bank in such 
a way as actually to sell specific 
service rather than simply spread 
the institutional idea. 

“The Blackman Company, New 
York, prepares the copy, with A. W. 
Diller as account executive. 


Clearing House 


“The bank, of course, is not a 
merchandising organization, but we 
try to make our merchandising divi- 
sion, in its development work, a 
clearing house for the business ex- 
perience, the contacts and the abil- 
ities of the officers, the directors, the 
customers and the friends of the 
National Shawmut Bank. 

“In our advertising we try to em- 
body the spirit of helpfulness, so 
that customers will come in and ask 
for advice. We cannot study the 
problems of a firm or individual for 
any extended period, but we can be 
the means of creating new contacts 
and giving information.” 

Practically the same advertise- 
ments are used simultaneously in 
both New York and Boston news- 
papers. A brief paragraph at the 
close varies slightly according to the 
city in which it is published. Each 
advertisement, which is numbered 
serially, is published under the title 
of “True Stories of New England 
Business Successes,” and runs 1,000 
lines. 

Headings include the following: 
“Out of a Nose Dive into a Climb,” 
“Blue Knives Save Cutting,” “He 
Quit the Race—and Won,” “The 
Cannibal Factory that Ate its 
Young,” “His Dollars Abroad Were 
Pennies at Home.” 


New Line-Up for 


Meredith Publications 

The Meredith Publishing Co., Des 
Moines, Ia., has transferred Ray 
Nichols to San Francisco, where he 
will be in charge of the company’s 
coast operations. Peter Ainsworth 
has been transferred from Chicago 
to Des Moines as home office contact 
man for Better Homes and Gardens. 

Roland Ferguson is now home 
office contact man for Successful 
Farming. 

Ed F. Corbin, who was recently 
made vice-president of both publica- 
tions, will continue as director of 
sales. 

Joe Eves is now in charge of the 
Chicago office. 


Appoint Representatives 


Magazines, Inc., Chicago, has ap- 
pointed Fred J. Wright and Ralph 
W. Mitchell, of St. Louis and Kan- 
sas City as representatives for its 
string of papers, including the re- 
cently-acquired O. K. Poultry Cul- 
ture, of Tulsa, Okla. 


Name McCann-Erickson 


The Pacific Lighting Corp., oper- 
ating a number of utilities on the 
West Coast, has placed its advertis- 
ing with the San Francisco office of 
McCann-Erickson, Inc. 
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Make the Druggist 


business to make a profit can be generally imitated in the aitomotive industry with good results. 
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MOTOR’S lead editorial for June 
tells the automobile industry to 
steal an idea from the drug trade. 
§ Drug manufacturers stress 
PROFIT in sales talks, literature 
and advertising directed at the 
retailer. Above are examples of 
how they do it. § “Steal this 


idea”, Motor urges every auto- 
motive manufacturer. “Empha- 
size profits at every opportunity 
... you'll help the retailer, and 
consequently yourself, to make 
bigger profits.” § Good ideas build 
leadership ... and Motor is the 


unquestioned leader in its field. 


Hearst Business Magazines 


MOTOR — AMERICAN DRUGGIST — AMERICAN ARCHITECT — AROMATICS 
57th Street at Eighth Avenue, New York, N. Y. 


Van Camp Wins 
Long Fightin 
Trade-Mark Case 


Washington, D. C., June 11.— 
After a long fight, in which it lost 
two preliminary decisions, the Van 
Camp Sea Food Company, of Ter- 
minal Island, Cal., was successful in 
preventing use of “Breast o’ Chick- 
en” by the Westgate Sea Products 
Company. Van Camp’s trade-mark, 
“Chicken of the Sea,’”’ was originally 
issued to the White Star Canning 
Company for use on tuna fish. 

Van Camp filed suit in a United 
States District Court in California, 
alleging the use of “Breast of Chick- 
en” was an infringement of its 
trade-mark. This suit was dismissed 
as was an appeal to the Circuit 
Court of Appeals. 

The Court of Customs and Patent 
Appeals found that while the two 
trade-marks are not identical either 
in appearance or sound, both have 
the word “Chicken” as their domin- 
ant features. 

“Although there is nothing in the 
record to establish that Westgate 
simulated Van Camp’s trade-mark,” 
said the court, “it is clear the 
former’s use of the mark would 
cause confusion in the mind of the 


public and result in Westgate trad- 
ing on Van Camp’s good will and 
popularity, with corresponding dam- 
age to both the company and the 
public. The decision is reversed.” 


Will Advertise New 
Cigarette Dispenser 


S. Norton, Philadelphia, manufac- 
turer of metal specialties, has ap- 
pointed Roland G. E. Ullman to han- 
dle the advertising of his new one- 
hand cigarette dispenser for auto- 
mobile, home and office. 

A publication schedule will be 
made up later. Direct mail also will 
be used. 


High Hat Emblem 
of St. Louis Club 


The Ad-Alyzers has been formed 
in St. Louis, with Hugo Davis, di- 
rector of public relations, National 
— Credit Association, as presi- 

ent. 

The club is designed for young ad- 
vertising men and women who desire 
to extend their knowledge by round 
table discussions. The high hat has 
been adopted as the club emblem. 


Newspapers for Edrolax 

Zinn & Meyer, Inc., New York, 
has taken over the account of Edros 
Natural Products, Inc., New York, 
manufacturers of Edrolax, a laxa- 
tive. Newspapers will be used. 


States Seek 
to Regulate 
Gasoline Signs 


In addition to levying gasoline 
taxes, two States have laid down re- 
strictions as to how dispensers shall 
state gasoline prices. 

The Nebraska Attorney General 
ruled that the Legislature, in pro- 
scribing the use of certain signs by 
gasoline dealers, desired that the 
public be informed by a sign show- 
ing in large letters the price for 
which gasoline is being sold and to 
prohibit a dealer from creating an 
impression by his sign that he is 
collecting for or from the purchaser 
the 4 cents gasoline tax. 

“We have grave doubt as to his 
right to use a sign reading ‘Gasoline 
16 cents per gallon includes 4 cents 
tax,’” said the decision. “Signs 
reading ‘Gasoline 16 cents per gal- 
lon includes State tax’ and ‘Gasoline 
16 cents per gallon’ may be used.” 

The Pennsylvania Department of 
Revenue ruled that filling stations 
are required under the new State 
law to state the rate of the gasoline 
tax of 3 cents a gallon separately 
from the -price of gasoline on all 
signs. 
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PAY PROMPTLY, 
ADMONITION OF 
CREDIT BUREAUS 


Advertising to Raise National 
Standards 


St. Louis, Mo., June 11—By util- 
izing the power of intelligent adver- 
tising, the National Retail Credit 
Association is writing a new story 
on many of the 60 million rating 
cards which repose in the files of the 
1,065 local credit organizations mak- 
ing up the national organization. 

There is nothing new about “pay 
promptly” advertising, but it was 
only recently that the National Re- 
tail Credit Association undertook to 
direct progress with a complete plan 
which covers every phase of the 
work, from raising advertising funds 
to indicating mediums and copy to 
be used. 

In charge of this effort has been 
Frank C. Hamilton, director of public 
relations and advertising for the 
association. Mr. Hamilton formerly 
conducted his own advertising agency 
in Tulsa, Okla., and was with Nelson 
Chesman & Co., St. Louis, when he 
conceived the idea which was put 
into effect a few months after Presi- 
dent Hoover’s conference in Decem- 
ber, 1930. 

Mr. Hamilton reports that 84 cam- 
paigns out of 100 staged by local 
bureaus have been successful in in- 
ducing credit customers to “pay 
promptly.” However, this is only a 
start in the right direction, for 
“while the individual has proven 
himself honest in 99 cases out of 100, 
he has proven himself prompt in 
only 50 cases out of 100.” 

This means, according to Mr. Ham- 
ilton, that the American retailer is 
now in the lending business to the 
tune of 28 billion dollars a year. 


Improve the Copy 


Most of the early campaigns were 
somewhat crude. Mr. Hamilton’s job 
has been to make available to local 
organizations the most effective copy 
possible to produce. Sixty cities have 
adopted the association plan and 
many others will probably follow 
suit. 

The association, however, found it 
necessary to handle considerably 
more of the detail work than it ex- 
pected. As a result, it has engaged 
the services of the Thomas W. 
Briggs Company, of Memphis, which 
maintains a force of 200 men which 
not only sells the idea to retailers 
but helps raise the money. 

Thus far the advertising has been 
confined to local mediums, such as 
newspapers, outdoor advertising and 
car cards. Later it is hoped national 
magazines may be added to meet the 
problem offered by the migratory 
habits of the American people. 
Radio may also be an added medium. 

The advertising is also made avail- 
able to retailers for enclosure with 
statements. 

Stanley Latshaw, president of the 
Butterick Publishing Company, was 
partly responsible for the advertis- 
ing plan sponsored by the National 
Retail Credit Association. In an ad- 
dress before that organization in its 
1930 convention in Toronto, he said 
he had been paying his bills 
promptly, but was apparently a 
sucker for doing so, since less than 
50 per cent of the public follow that 
course. 

“T am not going to pay my bills so 
promptly in the future,” he asserted, 
“unless in the next three or four 
years you educate me to believe I 
am only doing that which I ought 
to do and am expected to do.” 


Dominant Influence 


In adopting this suggestion and 
laying an advertising plan before its 
local bureaus, the National associa- 
tion said: 

“The original fear of insecurity, 
which in an animal is almost ex- 
clusively self-preservative, is elab- 
orated in human beings to the point 
where the fear of social disapproval, 


social inadequacy, and economic in- 
security are far more dominant than 
the more biological fear of loss of 
life. 

“The result is that individuals 
tend to do those things which will 
further their feeling of security and 
satisfaction whether they involve 
social, financial, or moral responsi- 
bilities. The pressure of social and 
economic competition of the present, 
coupled with the establishment of 


“Ht isn’t 
--but promptness!” 
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Syndicated newspaper copy 
for credit campaign. 


luxuries as essential necessities for 
daily living, has made it possible for 
business interests to exploit the buy- 
ing power of people. 

“*Keeping up with the Joneses’ is 
more than a phrase. It is an essen- 
tial act common to every class of 
people in every social situation. The 
demand for social approval and se- 
curity often leads people to endanger 
their economic standing in order to 
meet it. Consequently, we find people 
living beyond their means, enjoying 
social satisfactions, and indulging in 
affective social competition without 
any feeling of economic responsi- 
bility. 

“Easy credit and methods of in- 
stalment buying, while they have 
stimulated trade, have made it pos- 
sible for people to gain their social 
satisfactions and to succeed in their 
social competition without meeting 
continuously and promptly their eco- 
nomic obligations. 

“It has become fashionable to be 


in debt because standards of living 


|| distinctions. 


SOLD AN IDEA 


Franklin C. Hamilton 


| and social requirements have in many 
_leases surpassed the capacity of in- 


dividuals to make prompt payment 
where the purchase does not involve 
the payment of instalments. 


Establish New Standard 


“There can be no more effective 
appeal than one which would make 
it progressively impossible for men 
and women to make light of the fact 
they are delinquent. If by means of 
direct or indirect suggestion the ad- 
vertiser could establish a standard 
which would become a qualitative 
basis for judgment on the part of 
hundreds of people, then he would 
establish a reaction of uneasiness 
that would soon induce a positive at- 
titude toward promptness. 

“It is impossible to state in per- 
centage or any other quantitative 
way the relative importance of the 
positive and negative basis of moti- 
vation, because we do not know how 
many people are more easily influ- 
enced through fear of economic in- 
security than fear of disapproval. 

“Neither do we know definitely 


'|how many people, habitually, buy 


beyond their capacity to pay 
promptly; and how many buy with- 
in that capacity and still fail to 
make prompt payments. Research 
could be organized to give us a 
quantitative basis for making such 
This research is con- 
sidered a definite and important part 


‘¢|in our program.” 


Constance Boland, of Nelson Ches- 


‘|man & Co., created the advertising 


copy for the campaign. The Lewis 
Studios were in charge of art direc- 
tion; Underwood & Underwood, illus- 
tration; National Typesetting Co., 
typography, and Hart Printing Co., 


> | printing. 


Denman Heads Agency 


Frank T. Denman, who has been 


|| executive vice-president of William 


H. Denney Company, New York, 


‘\ | since the retirement of Mr. Denney 
‘|early this year, has become presi- 
}|} dent, succeeding Harry L. Gage, re- 


signed. 

Albert E. Lobeck has been made 
treasurer, and Paul A. Bennett and 
John E. Allen, directors. 


Printers Reorganize 


Following the _ resignation of 
Harry L. Gage to become vice-presi- 
dent of B. Altman & Co., Edward E. 
Bartlett has become chairman of the 
board of the Bartlett Orr Press, New 
York, and is succeeded as president 
by Isaac Van Dillen, who has been 
treasurer. 


“Linens” Changes Hands 


The Haire Publishing Co., New 
York, has purchased Linens from 
the Hoffmann Publications, of that 
city. The new business manager will 
be Robert J. Thornton. 


Wayne Leland Weds 
Wayne Leland, of the Ham-Jack- 
son Company, advertising agency 
of Portland, Oreg., is a new bene- 
dict, his bride being the former 
Dorothy Billington. 


Retain W. D. Teague 


The Bausch & Lomb Optical Com- 
pany, Rochester, N. Y., has retained 
Walter D. Teague as consultant in 
the designing of its products. 


REMINGTON-RAND EDUCATES STUDENTS 
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Bt clean mund om 
Cl clean body 


Personal untidiness is always embarrassing 
Clean bodies mean good health 
and good positions 


Remington 
“She Chote of Secefaries 


The Remington-Rand Business Service, Buffalo, is reaching 
prospective users of its machines with a series of eight posters 
which are placed in business schools and commercial colleges. 
Each emphasizes some rule of business. The series was designed 
by Carl D. Proctor, promotion manager. 


E. A. ALIN STUDY 
OF BLACK JACK 


It is more difficult to toss a small 
wooden hoop over the neck of a goose 
than to get an advertising budget 
passed by a Scotch board of direc- 
tors, members of the Engineering 
Advertisers Association learned at 
their annual frolic at the Electric 
Club, Chicago, June 8. 

So difficult the advertisers found 
this feat that the four geese, which 
had been ushered into a pen, around 
which the advertisers stood and 
tossed hoops at five cents a throw, 
gave up to discouragement. As pa- 
tience waned some genius conceived 
the idea of selling the geese to save 
time. 

This was but one of the carnival 
events which made the E. A. A. 
party a triumph for the resourceful- 
ness of the association’s program 
committee, headed by J. R. Hopkins, 
of the Chicago Belting Company. 
Among other events were the 
wheel of chance, black jack (an old 
army game), indoor golf, chuck 0’ 
luck, nigger babies, “the cane you 
ring is the cane you get,” etc. 
Stakes ranged from one cent to a 
nickel. The biggest winner was the 
treasury of the association, which 
took all profits. 


R. W. Staud, advertising and sales 
promotion manager of the Benjamin 
Electric Mfg. Co., and president of 
the E. A. A., unable to attend the 
party, delivered his final address 
through a dummy, behind which a 
loud speaker enunciated his recorded 
words. 

H. W. Stoetzel, advertising man- 
ager of the Republic Flow Meters 
Company, becomes the new E. A. A. 
president. Other new officers are: 
vice-president, W. I. Brockson, sales 
promotion manager, Steel Sales Cor- 
poration; treasurer, Louis McLouth, 
advertising manager, Sauerman 


advertising manager, C. F. Pease 
Company. 

Newly elected directors include B. 
R. Graff, advertising department, 
Creamery Package Mfg. Co.; E. J. 
Patton, advertising manager, Steph- 
ens-Adamson Manufacturing Com- 
pany, Aurora, Ill.; V. S. Weiler, ad- 


vertising department, Fairbanks, 


Bros.; secretary, C. D. McCormick, | & 


Morse & Co.; and J. M. Rutherford, 
Western advertising manager of the 
railway publications of the Sim- 
mons-Boardman Publishing Com- 
pany, who will represent the associ- 
ate members on the board. 
Holdover directors are: 
Holl, advertising manager of the 
Link-Belt Company; R. N. Macal- 
ister, R. W. Hunt Company and Milo 
E. Smith, advertising manager of 
the Chicago Bridge & Iron Works. 


Julius 


Retailer President 
of Portland Club 


Merriman H. Holtz, proprietor of 
Proctor’s, women’s’ ready-to-wear 
store, was elected president of the 
Advertising Club of Portland, Oreg., 
at the annual meeting, succeeding 
Walter W. R. May, of the Portiand 
Oregonian. 

Other new officers: First vice- 
president, Everett W. Fenton; sec- 
end vice-president, Ray Carr; secre- 
tary-treasurer, Charles H. Devlin. 

New directors include Edward D. 
Smith, Jr., Harry Failing, Harry B. 
Coffin, Allan Rinehart, Lawrence O. 
Riddle, Albert Byers, James T. Burt- 
chaell, W. E. Hudleson, Joseph Sill, 
Jr., Serena Rohan and Mrs. Joseph 
Sandvall. 


Milwaukee Agency 
Is 25 Years Old 


Klau-Van Pietersom-Dunlap Asso- 
ciates, Milwaukee agency, celebrated 
their 25th anniversary with a dinner 
at the University Club June 2. 

The donors were the six junior 
members, Charles S. Mercein, Frank 
V. Birch, John Barnes, John Lem- 
mon, L. I. Archer and B. J. Paulson, 
in honor of the three charter mem- 
bers, G. W. Klau, A. Van Pietersom 
and Walter F. Dunlap. 


Lehn & Fink Name 


Two New Agencies 


Lehn & Fink, New York, have an- 
nounced new agencies for two of 
their products. Lennen & Mitchell 
have been appointed to handle Lysol. 

Advertising of Dorothy Gray prod- 
gt will be placed by Mark O’Dea 

0. 


Goes to Agency Client 


Miss Marian Van Scoyoc, who han- 
dled the advertising of the McMarr 
Stores, San Francisco, for the Ham- 
Jackson Agency, Portland, Oreg., 
has been made advertising manager 
for the retail house. T. M. Medford 
succeeds her at the agency. 
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Quest of Youth! 


E failed to find the fountain, but he had the right youth. Million on million streaming past. Bring these “ 
idea, Ponce de Leon. Modern man succeeds, buyers to your product and watch the figures jump! 


finds youth through sport, through play. Reaching the boy market is the Open Road for 


Modern business, too, has found the fountain— | Boys Magazine—a vital, powerful advertising me- 
a million sales a year. Each year develops a million dium, a positive force among the nation’s youth. Its 
new shavers—a million new long trouser wearers— advertisers include the greatest names in industry. 
a million new buyers for your product. Think of that: Its circulation surge proves overwhelming preference. 
this very year a million, next year a million, every Results brought advertisers lift it high ahead of com- 
year a million. No fountain this, a mighty flood of petition — results actually so extraordinary you 
new sales from first time buyers. Dull times? Lagging | wouldn't believe your eyes! Here is the key to 
sales? Listless response ? Rejuvenate with sales to jumping sales volume—new blood for your business. 


‘SN-BOYS 


BOSTON CHICAGO shots watntene aieetenel ROCHESTER LOS ANGELES 
E. A. Piller Dwight H. Early 122 East 42nd Street, New York City Paul F. Herrick Hallett E. Cole 
130 Newbury St. 100 N. LaSalle St. 823 Powers Bldg. 846 So. Broadway 
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POUND PACKAGE 
IS PROFITABLE 
IN CANDY FIELD 


Recommendation that the confec- 
tionery industry form a Candy In- 
stitute to enable members to pro- 
duce and distribute types of candy 
most acceptable to the public was 
made by President E. B. Hutchins 
before the annual meeting of the 
National Confectioners’ Association 
in Chicago this week. 

However, a committee functioning 
during the past year in drafting 
plans for the Institute reported that 
not less than $1,000,000 would be 
required as a foundation, and that a 
canvass of members had shown the 
impractibility of launching the de- 
velopment this year. 

The advertising committee re- 
ported that about $150,000 is avail- 
able for advertising this year, which 
amount is likely to be increased when 
the 1932 budget is made up. With 
this amount as a minimum, the 
expenditure of $30,000 for radio, 
$50,000 for newspapers and the re- 
mainder for dealer servicing, was 
approved. 

The radio advertising will consist 
of a weekly chain program featuring 
sweetheart songs. Newspaper copy 
will run just before holidays to mer- 
chandise these events. The account 
is directed by the Dunham, Young- 
green, Lesan Co., Chicago. 

Mr. Hutchins said the association 
advertising has been successful, but 
would have been more so had it been 
preceded by simplification and stand- 
ardization of production and distri- 
bution. About $1,000,000 has been 
spent in advertising in the past five 
years, the campaign being called 
into being almost overnight because 
of attacks on the industry. 

R. L. Purdon reported that candy 


out 


of 


Ir MAY be all right to 
“tell it to Sweeney” if you’re 
selling soap or cigarettes or 
lipstick, but real sales volume 
in the institutional field 
comes from the Stuyvesants 
—the big boys whose orders 
are larger than a dozen 
Sweeney’s. 


In the hospital field the 
Stuyvesants are those insti- 
tutions whose names appear 
on the approved list of the 
American College of Sur- 
geons. They are the most 
important, the largest, the 
most progressive general hos- 
pitals in the country; they 
are indeed the primary hos- 
pital market. 


That’s why the curious 
symbol up above is so im- 
portant. It means that 80 
per cent of the buying power 
—four out of every five beds 
—in this primary hospital 
market is effectively covered 
by Hospital Management. 


If you want detailed proof 
we'll be glad to show it to 
you. Our address is 537 S. 
Dearborn St., Chicago. 


FIRST POSTER IN SHELL’S HUMOROUS SERIES 


- that MUST 
. have been 


SHELL 


tonnage fell off less than 2 per cent 
in 1930, with a dollar decline of 7.7 
per cent. The jobber is a factor of 
growing importance, handling 56.3 
per cent of the 1930 tonnage, against 
53.1 per cent in 1929. 

Chain stores, however, took 16 per 
cent of the 1930 tonnage, as com- 
pared with 13.3 per cent in 1929. 
Manufacturing retailers gained 
ground in 1930. The average margin 
of confectioners selling to jobbers 
was 23.2 per cent, with an average 
cost of 22.0 per cent, leaving a net 
margin of only 1.2 per cent. 

Manufacturers selling direct to re- 
tailers enjoyed a gross margin of 
34.1 per cent, with a distribution cost 
of 28.6 per cent, and a net profit of 
5.5 per cent. Mr. Purdon said, how- 
ever, that this larger profit is not 
due to the distribution system so 
much as more efficiency in other 
directions. 

Mr. Purdon said the average candy 
manufacturer fails to differentiate 
between profitable and unprofitable 
business. About 15 per cent of the 
total number of items on the sales 
list of seven manufacturers brought 
in 81 per cent of the profit. Fewer 
than one-half of all items carried 
brought in the entire amount of 
profit secured. On the average, 51.8 
per cent of the items handled and 
33.9 per cent of the total tonnage 
sold were handled at a loss. 

Chocolates yielded the highest 
profit per pound. Gum goods came 
next, while “glaring losses” were 
reported on hard candy. 

Analysis of package goods showed 
that over 65 per cent of total pack- 
age sales were in the one-pound size, 
yielding a net profit of 2.9 per cent 
of sales. Two-pound packages, total- 
ing 17.1 per cent by volume, showed 
a net profit of 3.53 per cent. 

Packages of 4 to 8 pounds were 
handled at a loss in every case, 
though they represent only a small 
percentage of the total package 
goods sold. Miscellaneous’ small 
packages of less than a pound ac- 
counted for 11 per cent of the total 
sales of package goods and showed 
an average net loss of 18.3 per cent. 

Considering small orders, Mr. 
Purdon said the breaking point be- 
tween profit and loss is $9.95 for 
houses selling to jobbers and $6 for 
those selling both to jobbers and 
retailers. 


Feature $975 Plane 


The Heath Aircraft Corp., Chi- 
cago, has appointed the Reed G. 
Landis Company, of that city. An 
extensive schedule in magazines will 
feature the $975 flyaway models and 
home construction kits. 


Agency for LeGear 


The advertising account of Dr. L. 
D. LeGear Medicine Co., St. Louis, 
is now being handled by the Porter- 
Eastman Company, Chicago. Farm 
and poultry papers, with direct mail 
will be used. 


Adopt Chain Tax 


The Wisconsin Assembly has 
passed a bill placing a license of $50 
on chain stores in excess of 20. The 
bill is patterned after the Indiana 


measure. 


‘SD 


POLICE SMILE 
AT NEW SHELL 
ADVERTISING 


St. Louis, Mo., June 11—Though 
the Shell Petroleum Corporation 
launched its new outdoor campaign 
with some misgivings as to how 
police departments throughout the 
country would receive its levity 
about a violation of the law and a 
speeder triumphing over the keepers 
of the peace, it found that in St. 
Louis, at least, the department can 
take a joke. 

The local police asked permission 
to include the first poster in the 
Shell campaign in the program for 
its annual picnic. 

The initial poster in the campaign, 
designed to emphasize the quick 
pick-up of Shell gasoline, shows a 
policeman with whistle poised to halt 
a speeding motorist. But he reck- 
oned without Shell, for the driver 
vanishes in the distance before the 
guardian of the law can act. “Wow! 
That must have been Shell!” is the 
cop’s ejaculation. 

Filling stations are tieing in with 
the poster with a cardboard novelty, 
featuring the same policeman. A 
turn of the flap causes him to jerk 
his head and brings out his expres- 
sion of amazement. Grown-ups, as 
well as children, are demanding this 
ecard with their gasoline, according 
to A. J. Faulkner, assistant advertis- 
ing manager. 

The company conducted a survey 
among dealers and jobbers, including 
filling station personnel, before stag- 
ing this campaign. Ninety-five per 
cent voted for a humorous slant in 
the copy. 

The campaign is ruaning in 26 
states. 


“Golden Book” Adopts 


New Size and Format 
Beginning with its August issue, 
Golden Book Magazine, New York, 
will be published in a new page size 
and format. The new size is 6x8%. 
with an advertising page size of 
5x74. 

Text pages will be printed on fine 
book paper, while the advertising 
pages will be printed on paper suit- 
able for half-tone printing. A new 
rate card has been issued. Edward 
F. Healey is advertising manager. 


Two More for Frank 

Covici-Friede, New York book 
publishers, have placed their ac- 
count with the New York office of 
Albert Frank & Co. The Chicago 
office is now handling the advertis- 
ing of General Securities Corp. of 
America, using newspapers. 


Plan Golf Tourney 
The Dotted Line Club, Chicago, 
will hold a golf tournament at Tam 
O’Shanter June 25, all A. B. P. 
salesmen being invited. 


Form Jackson Club 
A new advertising club has been 
formed at Jackson, Miss. Officers 
have not yet been elected. 


Arrest Decline 
in Industrial 
Advertising 


Industrial advertising volume is 
showing a marked improvement, rel- 
atively, as compared with 1930, ac- 
cording to a tabulation by Class & 
Industrial Marketing, Chicago. 

Fifty-three industrial publications 
reported a volume of 9,000 pages for 
May, compared with 9,500 pages for 
May, 1930, a decline of 5.5 per cent, 
while the record for the first five 
months of 1931 was 46,000 pages 
against 52,000 pages for the corre- 
sponding period of last year, a loss 
of 11.6 per cent. 

Trade publications reported a de- 
cline from 2,600 pages to 2,400 pages 
for May, and a total of 13,200 pages 
for the five-month period compared 
with 14,000 pages for the first five 
months of 1930. 


FIGHT HIDDEN 
ADVERTISING 


New York, June 11—Harrison’s 
Reports, which seems to have won 
its fight against sponsored advertis- 
ing films, is now waging a campaign 
to eliminate hidden advertising from 
the movies. 

It urges exhibitors to insert a 
nullifying clause in its contracts 
with producers in the event the 
latter’s pictures contain advertising 
which is paid for either in money 
or services. 

RKO Radio Pictures, Inc., has 
made a habit of exchanging adver- 
tising in its pictures for services, 
according to Harrison’s Reports. 
The Warren Telechron Company, 
Ashland, Mass., has been a _ bene- 
ficiary of this policy in several pic- 
tures, the publication asserts. 

Harrison’s Reports continued: 

“RKO has been carrying on this 
sort of tie-up for a long time. The 
oil field scenes in ‘Cimarron’ were 
photographed with the aid of the 
Texas Oil Company, which placed 
its resources at the disposal of the 
director. Other articles advertised 
in this picture were Underwood 
typewriters, Buick and Cadillac au- 
tomobiles, Stetson hats, Lee Union- 
alls and the National Hairdressers’ 
Association. 

“Lee Unionalls also were adver- 
tised in ‘Danger Lights.’ 

“In ‘Cracked Nuts’ the Ford and 
Chevrolet cars and Royal Baking 
Powder are mentioned. 

“In ‘Everything’s Rosie’ Duke’s 
Mixture, Palmolive soap, and Life- 
buoy soap and Flit, the insecticide, 
are mentioned.” 


Lead San Diego 


The Advertising Club of San 
Diego, Calif., has elected Leland G. 
Stanford, president, and D. R. Min- 
shall, vice-president. 


RADIO PLANS 
00-OPERATIVE 
ADVERTISING 


The radio industry will make its 
first venture into co-operative ad- 
vertising with a brief newspaper 
campaign in 50 cities prior to the 
Radio World’s Fair in New York 
the week of September 21, it was 
decided at the trade meetings held 
in connection with the show in Chi- 
cago this week. The sponsor is the 
National Federation of Radio Asso- 
ciations, Chicago, having as affiliates 
associations in all trade divisions. 


This campaign is distinct from 
the continuous co-operative advertis- 
ing being planned by the industry. 
The latter idea was first presented 
at the annual convention in March, 
and it is considered likely it will be 
adopted before the end of the year. 


Better advertising, a statistical 
barometer to curb over-production 
and the consummation of a patent 
interchange agreement, were said by 
Morris Metcalf, president of the 
Radio Manufacturers Association, 
to be the crying needs of the in- 
dustry. 


“Radio advertising generally,” he 
said, “has been weak and futile. 
Ninety per cent of it has been a 
jumble of technical phrases, catch 
words and superlatives, and might 
have been written in Sanskrit as far 
as the reading public is concerned. 


Too Much Individualism 


“It is estimated the industry 
spends $30,000,000 a year for adver- 
tising. Possibly $100,000,000 has 
been spent in five years. Half this 
amount, spent collectively in an in- 
structive and educational manner, 
without competitive selling argu- 
ments, would have doubled the sale 
of radio sets and scrapped two- 
thirds of the 5,000,000 obsolete sets 
now in use.” 


Mr. Metcalf advised members to 
overcome mutual fear and distrust 
so accurate statistics covering pro- 
duction, sales and inventory might 
be obtained. 


He expressed optimism over the 
possibility of forming a radio patent 
pool, saying he had recently been 
encouraged by the attitude of mem- 
bers of Congress. 


Rumors and advance publicity 
created feverish interest in televi- 
sion, which had abated considerably 
by the end of the show, despite the 
efforts of four manufacturers in 
this field who had exhibits and 
staged demonstrations. The consen- 
sus now is that television will re- 
main in the experimental stage for 
another year, and most of the de- 
mand in the immediate future will 
be for kits. 


Home Talkies Popular 


A brighter prospect was held up 
for the coming season’s business on 
home talking picture machines, par- 
ticularly for the equipment that also 
handles radio broadcasts and phono- 
graph records. Exhibitors of these 
lines reported heavy sales of dem- 
onstration sets. 


Improvements in evidence at the 
show were equally divided between 
cabinets and sets. Cabinet innova- 
tions included combinations with 
tables, desks, secretaries, bookcases, 
pianos and grandfather’s clocks, and 
period pieces having radio controls 
concealed. 


A full page advertisement in Chi- 
cago newspapers addressed to visit- 
ing dealers by the Grigsby-Grunow 
Company, Chicago, manufacturer of 
Majestic radios and refrigerators, 
was headed “An Army Marching 
Back to Better Times.” 


The copy made an optimistic story 
out of figures on sales and the num- 
ber of Grigsby-Grunow employes 
during the past four months and 
the amount of the weekly payroll. 
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PiME market, rockshew 


ADVERTISING AGE 


: Biggest concentration of quality, 
and the cost is only 
$3.85 per page per thousand. 


In every thousand subscribers to TIME there are: 


Here, the typical thousand subscribers to TIME, . . 


602 incomes over $5,000 a year 
& 


740 college graduates 
& 
767 members of one or more clubs 


& 
838 habitual travelers 


& 

420 golfers 
& 

300 tennis players 
& 

325 fishermen. 
& 

710 owners of their own homes 
& 

200 owners of separate summer homes 
& 

625 owners of listed stocks and bonds. 
& 

60 owners of motor boats or yachts 


892 subline of 1,352 automobiles 


& 


1000 families to be fed, clothed, sheltered 
& (monthly. food bill ms averages $126.56) 
325 people who plan to buy automobiles in 1931 
& 
300 people who plan to buy radios in 1931 
& 
42 pore who plan.-to build homes in 1931 


OO 
fh nUARA \N 


i? 
EL 
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567 immediate prospects for automatic saniidleatots 


224 immediate prospects ” gas burners 
226 immediate prospects ” oil burners 


yp av rs 


141 immediate prospects ” eléctric water heaters ¢ 


144 Neiatihe prospects ” radiators 


& ‘ 
262 immediate prospects ” plumbing, bathroom fixtures 


& 4 
237 immediate prospects ” draperies 


© 


165 immediate prospects ” flooring 


@ 


237 immediate prospects ” rugs and carpets 


& 


265 immediate prospects ” furniture 


© 


167 immediate prospects “ roofing 

140 immediate prospects ” garden equipment 
106 immediate prospects ” fences 

153 Snaibihe prospects ” laundry equipment 
788 vans subscribers (p/us their wives) 


& 
212 women subscribers (p/u: their husbands) 


& 


& 


3300 actual readers (3.3 readers per copy) 


4 


In the rock-hewn TIME market (1,155,000 readers in is 


350,000 subscriber-families), you know that you are 


getting the utmost for every advertising dollar. sae bae | 


Chart of the steady, sure progress of TIME’s rock-hewn circulation, (1923/1931) 


Se ee rt 


> 


The facts and figures on this page result 
from exhaustive investigations. . Verification 
on request .. And the one big fact emerging 
from all investigations is that-TIME is read 
every week, every page, cover-to-corer. 


TIME 


The Weekly Newsmagazine 
BIGGEST STRICTLY QUALITY COVERAGE 
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TURN FACES TO 
NEW YORK FOR 
A.F. A. MEETING 


(Continued from Page 1) 


Elaborate entertainment features 
have been arranged, the convention 
representing a happy mixture of 
business and pleasure. 

The Adcraft Club of Detroit is 
staging a combination rail-boat trip 
to New York. One division of the 
club will visit Montreal and Saranac 
Lake, joining the second section of 
the club at Albany, whence the re- 
maining leg of the journey will be 
made by water. 

The Boston Club is also traveling 
by boat. Chicago advertising men 
will arrive in New York on a special 
train, which will also carry delegates 
from other Middle Western points. 

A few of the more adventurous 
souls are flying to the meeting. 

The program: 


GENERAL PROGRAM 


MONDAY, 12:30 o’Clock 
General Session Luncheon 
Grand Ball Room, Hotel Pennsylvania 
Chairman 
Gilbert T. Hodges, President, Advertising 
Federation of America; Member, Execu- 
tive Board, The Sun, New York. 
Formal Opening of the Convention by Presi- 
dent Hodges. 
A Message from the President of the United 
States. 
Welcome Ceremonies 
Hon. Grover A. Whalen, Chairman, New 
York Cooperating Committee; General 
Manager, John Wanamaker, New York. 
Speakers 
Hon. Franklin D. Roosevelt, Governor, City 
of New York. 
+ Hon. James J. Walker, Mayor, City of 
New York. 
Charles E. Murphy, President, Advertising 
Club of New York. 


ponse 

Charles C. Younggreen, Past President, Ad- 
vertising Federation of America; General 
Chairman, On-to-New York Committee; 
President, om. Younggreen, 


» ae 


GENERAL PROGRAM SPEAKERS 
President Hodges 
“Advertising and the New Prosperity.” 
Dr. Glenn Frank, President, University of 
Wisconsin 


Research 


Service 


OFFERS: 
Market Analyses 
Consumer Surveys 
Trade Surveys 
Product Tests 
Style Trends 
Copy Tests 


FOR 
Agencies 
Manufacturers 
Publications 
Radio Stations 
Retail Stores 
Associations 


45 West 45th Street 
New York 


WANTED! 
SPONSORS 


Sos 0 vestas of thitoce gene 
<a cnt ode hegeen” 
UNDER 
SOUTHERN 
SKIES 


A complete series of Electrical 
Sareniptone omede ially me for 

isers 
wanting programs for spot 


* 
THE HANJON COMPANY 
Incorporated 
Electrical Transcription Service 
755 Seventh Ave., New York City 
Phone Circle 7-3833 


ENGLISH VISITOR 


Sir Charles Higham, of London, 
who is on hand for the A. F. A. 
convention. 


“Business and 

Destiny.” 
Kenneth Collins, Executive Vice-President, 

R. H. Macy & Company, Inc., New York. 


TUESDAY, EVENING, 7:30 o’Clock 


ANNUAL BANQUET 
Chairman 
Gilbert T. Hodges, President, Advertising 
Federation of America; Member, Execu- 
tive Board, The Sun, New York. 
Toastmaster 
G. Lynn Sumner, General Chairman, Pro- 
gram Committee; President, The G. Lynn 
Sumner Company, Inc., New York. 
Speakers 
Sir Charles Higham, London, Official Rep- 
resentative, Advertising Association of 
Great Britain; President, Charles F. 
Higham, Ltd. 
Hon. Albert J. Ritchie, Governor, State 
of Maryland. 
Bruce Barton, Chairman of the Board, 
Batten, Barton, Durstine & Osborn, Inc., 
New York. 
“A Better Understanding of Human 


Nature. 
Strickland Gillilan, Washington, D. C. 


10 o’Clock 
GRAND BALL 
MUSIC 


Glee Club Singers of Advertising Club 
of New York 
WEDNESDAY, June 17, 12:30 o’Clock 
neral Session Luncheon 
Grand Ball Room, Hotel Pennsylvania 

Presiding 

Joseph H. Appel, treasurer, Advertising 
Federation of America; John Wanamaker, 
New York. 

Colby M. Chester, Jr., president, General Foods 

Corporation, New York 
“The Manufacturer Looks at Advertising.” 

C. F. Kettering, vice-vresident, General Mo- 

tors Corporation, Detroit 
“The Advertising Idea.” 

D. F. Kelly, president, The Fair, Chicago 
President, National Retail Dry Goods 
sociation, New York ‘Z 

“A Merchant Looks at Advertising.” 

Miss Marion C. Taylor, president, The Fashion 

Guild, New York 
“- a Understanding of the Public 
‘aste 


its Appointment with 


Edwin Gruhl. vice-president and general man- 
ager, The North American Company, 
New York 

“Minus Costs.” 


Advertising Specialty National 
Association 


Point of Purchase Advertising 
TUESDAY, June 16—Luncheon, 12:30 o’Clock 
Parlor A, Hotel Pennsylvania 
Presiding 

Charles R. Frederickson, president, Amer- 
ican Art Works, Coshocton, O. 
Specialties as an Auxiliary to Broadcast Ad- 
vertising 
. P. H. James, sales promotion manager, 
National Broadcasting Co., New York. 
Round-Table Discussion of Industry Problems. 


Agricultural Publishers Association 


TUESDAY MORNING, June 16, 10 o’Clock 
Exhibit Room No. 4, Hotel Pennsylvania 
Presiding 
W. C. Allen, president, Agricultural Pub- 
lishers Association: publisher, Dakota 
Farmer, Aberdeen, S. D. 
Farm Paper Selling as It Looks to the Ad- 
vertiser 
Bruce Ashby, associate advertising manager, 
General Foods Corp., New York. 
Merchandising from the Dealer’s Standpoint 
E. M. Pattison, Chicago manager, Silent 
Glow Oil Burner Corp., Chicago. 
Adapting Farm Paper Advertising to Its Most 
Profitable Use 
G. W. Gaffney, advertising manager, Amer- 
ican Agricultural Chemical Co., New York. 
TUESDAY Luncheon, 12:30 o’Clock 
Exhibit Room No. 3, Hotel Pennsylvania 


TUESDAY AFTERNOON, 2:00 o’Clock 


Exhibit Room No. 4, Hotel Pennsylvania 
The Neglected Opportunity of the Farm Paper 

Stewart L. Mims, vice-president, J. Walter 

Thompson Company, New York. 
Merchandising from the Viewpoint of the 


Jobber 
J. Sidney Johnson, advertising manager, 
—" Grocer Company, Marshalltown, 
iowa. 


Broadcast Advertising 


TUESDAY MORNING, June 16, 9:30 o’Clock 
Grill Room, Hotel Pennsylvania 
Presiding 
J. C. MeQuiston, general advertising man- 
ager, Westinghouse Electric & Mfg. Co., 
East Pittsburgh, Pa. 
What the Public Thinks About Radio 
Frank A. Arnold, director of development, 
National Broadcasting Co., New York. 
Radio Advertising from the Broadcaster’s 
Viewpoint 
William S. Hedges, president of WMAQ, the 
Chicago Daily News Broadcasting Station, 
Chicago. 
Methods of Measuring Radio Coverage 
H. K. Boice, vice-president and sales man- 
nd Columbia Broadcasting System, New 
01 


SPECIALTY CHIEF 


Charles R. Frederickson, president 
of the American Art Works, Co- 
shocton, O., and president of the 
Advertising Specialty Assn., one of 
the A. F. A. departmentals. 


Taking Blue Sky Out of Radio Advertising 
Kenyon Stevenson, advertising manager, 
Armstrong Cork Co., Lancaster, Pa. 

Spot Broadcasting (Prograrf& by Electrical 

Transcription) 
R. K. White, advertising manager, Chevro- 
let Motor Co., Detroit, Mich. 

Value of Sponsored Program System 
¢ 4 Gannon, Erwin, Wasey & Co., New 

ork. 


Community Advertising 


TUESDAY, June 16, 12:30 o’Clock 
a pli tary I 1. >. 
Parlor No. 2, Hotel Pennsylvania 
Presiding 
W. Frank McClure, vice-president, Albert 
Frank & Co., Chicago. 
Honorary Chairman 
Frederick E. Murphy, publisher, Minne- 
apolis Tribune, Minneapolis, Minn. 
Knowing Your Community 
Lou E. Holland, vice-president, Chamber 
of Commerce, Kansas City, Mo.; president, 
Holland Engraving Company. 
The Land of Milk and Money 
Charles F. Collisson, farm editor, Minne- 
apolis Tribune, Minneapolis, Minn. 
Des Moines Belongs to All Iowa 
J. C. Neal, Sales Promotion Manager, 
Younker Brothers, Inc., Des Moines, Iowa. 


Council on Departmental Activities 


WEDNESDAY MORNING, June 17, 
9:30 o’Clock 
Parlor A, Hotel Pennsylvania 
Presiding 
George H. Corey, vice-president, Advertis- 
ing Federation of America; Cleveland Twist 
Drill Co., Cleveland, O 
The Place of the Newspaper in the Advertis- 
ing Program 
George J. Auer, advertising manager, Her- 
ald Tribune, New York. 
Direct Mail in a Balanced Advertising Cam- 
paign 
Ben J. Sweetland, president, Sweetland Ad- 
vertising, Inc., New York. 
How Outdoor Advertising Display Fits into 
the Advertising Budget 
George W. Kleiser, president, Outdoor Ad- 
vertising Associntion of America, Inc. 
Broadecasting—The Newest Advertising Me- 
dium—and Its Place in the Picture 
H. K. Boice, sales manager, Columbia 
Broadcasting System, New York. 
Where the Business Papers Tie Into the Ad- 
vertising Flan 
Colonel Willard T. Chevalier, publishing di- 
rector, Engineering News Record and Con- 
struction Methods, New York. 


Direct Mail Advertising 


TUESDAY MORNING, June 16, 9:00 o’Clock 
Salle Modern, 18th Floor, Hotel Pennsylvania 
Presiding 
Ben J. Sweetland, Sweetland Advertising, 
Inc., New York. 
The Place of Direct Mail in the Advertising 
Picture 
John Howie Wright, editor, Postage & The 
Mailbag, Brooklyn. 
What Direct Mail Has Done for Me 
Billy B. Van, Pine Tree Products Corp., 
Newport, N. H. 
Your Market—How to Know When Direct 
Mail Should Be Used 
Lawrence Lockley, department of business 
administration, Temple University, Phila- 
delphia. 
Continuity, What It Means—and What It 
Will Do for You 
ag Carr, Jack Carr & Associates, Tampa, 


TUESDAY AFTERNOON, 1:30 o’Clock 

Presiding 
Robert E. Ramsay, Robert E. Ramsay Or- 
ganization, New York. 

Is the Envelope Important? 

George Gaw, publicity director, Envelope 
Manufacturers Association, Chicago. 
The Selling Value of Good Paper and of Good 
Letterheads 
F. Romer, Romer Advertising Service, 
Washington, . 

A Sane Analysis of the Mailing List Question 
Herbert Lewis, Reuben H. D lley Corp., 
New York. 

Do You Follow-Up? 

Adrian R. MacFarland, United Autographic 
Register Co., Chicago. 

Modern Typography for Your Direct Mail 
Albert Schiller, Advertising Agencies Serv- 
ice Co., New York. 


* Procure tickets at convention registration 
desk not later than 10:00 o'clock Tuesday 
morning. 

Planning Your Booklets and Catalogues 
Fred Hoch, New York Employing Printers 
Association, New York. 
Newest Developments in Direct Mail Processes 
. Husen, E. W. Husen Company, De- 
troit, Mich. 
An Ovtline of Postal Developments 
chard H. Lee, general counsel, National 
Council of Business Mail Users, New York. 


——_———_ 


Twenty-Seventh Annual Convention 
Advertising Federation of America 


Hotel Pennsylvania, New York, June 14 to 18 


SUNDAY 
11:30 A. M. to 4:00 P. M. - 
Reception and registration of incoming dele- 
gates, convention headquarters, Hotel Penn- 
sylvania. Delegates will be received by the 
Honorable Grover A. Whalen, Chairman, 
New York Cooperating Committee, and 
others. 

:30 P, M. to 6:00 P. M. 

Garden Party at the home of Mr. and Mrs. 
Howard Edge, Summit, N. J., for Federa- 
tion of Women’s Advertising Clubs, who will 
be received by Miss Dorothy Crowne, presi- 
dent of the League of Advertising Women 
of New York, and committee. 

:00 P. M. to 7:00 P. M. 

Reception and Tea at the Advertising Club 
of New York. Delegates will be received by 
President Charles E. Murphy and officers of 
> Club. 


re 


— 


ao 


P. M. 
Musicale in the Main Ball Room, Hotel Penn- 
sylvania, under the auspices of the Adver- 
tising Club of New York. 


MONDAY 
12:30 P. M. 


Convention will be formally opened with a 
luncheon in the Main Ball Room of the Hotel 
Pennsylvania, followed by a general session 
meeting which will continue throughout the 
afternoon. 


9:00 P. M. to 1:00 A. M. 
Cabaret, Dance, and Inspection of S. S. Levi- 
athan, Pier 57, Foot of 46th Street. 


TUESDAY 
9:00 A. M. 


Entire day has been reserved for depart- 
mental sessions at Hotel Pennsylvania. 
Seventeen outstanding programs have been 
scheduled. 

:30 to 56:30 P. M. 

Tea and Fashion Show at the American 
Women’s Association, 353 West 57th Street, 


te 


New York, under auspices of League of 
ea Women. 
7:00 P. M. 

. Reception and Tea for ladies of convention 
at a beautiful Long Island estate. 

7:30 P. M. 
Annual Banquet and Ball. Three speakers 
of national importance on the general theme 
of the convention, “For a Better Under- 
stand of Advertising.” 


WEDNESDAY 


00 A. M. 

Annual Breakfast and meeting of the Feder- 
ation of Women’s Advertising Clubs at the 
Hotel Pennsylvania. 

0 


0 A. M. 
Delegates will be entertained at breakfast at 
the Wanamaker Restaurants as the guests 
of the Wanamaker Store. The breakfast will 
be followed by a musical entertainment in 
the Wanamaker Auditorium. 
9:00 A. M. z 

Several departmental meetings will be held 

Wednesday forenoon at the Hotel Pennsyl- 

“30 P.M 

2:3 . M. 
’ General Sessi L h followed by a 
general program meeting which wil con- 
tinue throughout the afternoon. 


Inspection of new Empire State Building ; 
also tea to the ladies of convention to 
given in the building. 

200 P. M. to 1:00 A. M. 

Night Club Party. 


THURSDAY 
9:30 A. M 


Annual Business Meeting of the Advertising 
Federation of America, Hotel Pennsylvania. 
:15 P. M. to 3:30 P. M. 

Delegates will be taken down the lower bay 
in one of the Municipal Ferry boats as guests 
of the City of New York. 


a) 


— 


Question and Answer Session 

Robert Ramsay directing. All speakers on 

platform to answer questions. 

Sponsored by a national committee of di- 
rect mail groups under chairmanship of Henry 
Hoke, secretary, Postage & The Mailbag. 


Federation of Women’s Advertising 
Clubs of the World 


WEDNESDAY MORNING, June 17 
Informal Breakfast at 8:00 o’Clock 

Salle Modern, 18th Floor, Hotel Pennsylvania 

Presiding 
Miss Jeannette Carroll, president; vice- 
president, Advertising Federation of Amer- 
ica; publicity director, Bryant-Stratton Col- 
lege, Providence, 

Call to Order 

President’s Address 

Welcome to New York 
Miss Janet MacRorie, governor of Second 
District ; assistant advertising manager of 
Public Service Electric and Gas Co., New- 
ark, N. J. 

Reply to Address of Welcome 
Mrs. Adah M. Graves, Women’s Advertising 
Club of Cleveland; The Christian Science 
Monitor, Cleveland. 

Introduction of Speakers 

iss Christine Dawson, president, Women’s 
Advertising Club of Detroit; advertising 
manager, Florists’ Telegraph Delivery News, 
Detroit. 

Women in Advertising 
Gilbert _T. Hodges, president, Advertising 
Federation of America 

What 20 Million Women Want 

rs. Anna Steese Richardson, director of 
the Good Citizenship Bureau, Woman's 
Home Companion, New York. 
Miss Catherine MeNelis, publisher of Tower 
Magazines, New York. 

Report of Individual Club Activities, 1930-31 
Helen J. Baldauf, director, Advertising Fed- 
eration of America ; past president, Women’s 
Advertising Club of Milwaukee. 

Reading of Minutes of 1930 Meeting 
Miss MacRorie 

Reports of Officers and Committee Chairmen 

Discussion 

Adjournment at 12:00 o’Clock 


R. I. 


International Trade Conference 


TUESDAY Luncheon, June 16, 12:30 o’Clock 
Southeast Banquet Room, Hotel Pennsylvania 
Presiding 
C. K. Woodbridge, chairman, Council, In- 
ternational Advertising Association; vice- 
president, Remington-Rand, Inc. 


THEME 


The Better Understanding of 
__ International Advertising 

Ageribing inporastionally 

ir arles F. Hi i 
Ang oie Be gham, Charles F. Higham, 

The News Behind the News Abroad 
Jay E. Mason, publishing director, The 
Business Week, New York. 

—— as 0 Fraction Help to Those In- 

eres in the Distribution i 

} nae ay Rin of American 
Charles Lyon Chandler, manager, 
Commercial Department, 
National Bank and Trust 
delphia. 

Credit in Foreign Selling 
Stanley E. Hollis, vice-president, American 
a Credit Underwriters, Inc. New 

ork, 

For a Better Understanding of International 
Advertising 

7. oe Cummings, vice-president, Monroe 
Calculating Machine Co., Orange, ; 
Discussion—The Better Understanding of In- 
ternational Advertising from the View- 
point of Its Practical Use in Foreign 
a es , 

- S. ylar, vice-president, Un 
Elliott Fisher Company, New —_— 
J. A. Zellers, director of foreign sales, Rem- 
ington-Rand, Inc., New York. 
Elbridge Adams, export manager, Canada 
Dry Ginger Ale, Inc., New York. 

What Can We Do Together to Make Adver- 
tising a Strong Factor as an Aid in Sell- 
ing Goods to the Consumer in Foreign 
Countries, and How Can We Do It? 


- W. Sanger, international 
counsel, New York. eeinnniiiaeaties 


Foreign 
Corn Exchange 
Company, Phila- 


Magazine Group 


TUESDAY LUNCHEON, June 16, 
12:30 o’Clock 
Foyer, Small Ball Room, Hotel Pennsylvania 
Presiding 


Earle L. Townsend, Home & Field, New 


York. 

Blue-Pencilled Biographies 
John B. Kennedy, associate editor, Collier’s, 
New York. 


— al in Business and Less Business in 


Harford Powel, Jr., H. B. Humphrey Com- 
pany, Boston. 


LEADS UTILITIES 


Irving M. Tuteur, vice-president 
of the McJunkin Advertising Co., 
Chicago, president of the Public 
Utilities Advertising Assn. 


How a Canadian Views American Magazines 
Cc. F. Goldthwaite, advertising manager, 
Canadian National Railways, Montreal, Can. 

How We Buy Magazine Space 
John C. Esty, J. Walter Thompson Com- 
pany, New York. 


Manufacturers’ Merchandise Adver- 
tising Association 
TUESDAY, June 16, 

Luncheon, 12:30 o’Clock 
Parlor C, Hotel Pennsylvania 
The Manufacturers’ Merchandise Advertising 
ociation 
Charles Wesley Dunn, general counsel, Man- 
ufacturers’ Merchandise Advertising Asso- 
ciation, New York. 

Hopefulness Versus Optimism in Business 
Dr. Lewis H. Haney, director, New York 
University Bureau of Business Research, 
New York. 

Premiums An Important Medium in Agency 

Planned Campaigns 
Howard W. Dunk, vice-president, United 
Profit-Sharing Corp., New York. 
Premium Advertising from an Agency Stand- 
point 
Frank J. Reynolds, president, Albert Frank 
& Co., New York. 


National Association of Teachers of 
Marketing and Advertising 


TUESDAY AFTERNOON, June 16, 
1:30 o’Clock 
Exhibit Room No. 6, Hotel Pennsylvania 
1:30-2:30—Business Meeting 

2:00— Afternoon Session 

Chairman, Leverett S. Lyon, Brookings In- 
stitute, Washington, D. C. 

Topic I—The Advertising Program Accom- 

panying Business Recovery 
Speaker: Paul T. Cherington, director of 
research, J. Walter Th Company, 
New York. 
Discussion by: Professor Neil H. Borden, 
Harvard Graduate School of Business Ad- 
ministration, Boston. 
A. T. Falk, director, Bureau of Research and 
Education, Advertising Federation of Amer- 
ica, New York. 
Jean F. Carroll, director, Bureau of Market 
Analysis, Meredith Publishing Co., Des 
Moines, Iowa. 

Topic Il—Methods of Commercial Research 
with Special Reference to Problems of 
Advertising by Radio 

Speaker: A. M. Crossley, president, Cross- 

ley, Inc., New York. 

we by: Howard W. Dickinson, New 
ork. 

Professor Hugh E. Agnew, chairman, De- 

partment of Marketing, New York Univer- 

sity, New York. 


DINNER 


WEDNESDAY EVENING, 7:00 o’Clock 
Parlor C, Hotel Pennsylvania 
Dinner (informal) Meeting 
Professor Borden, Presiding. 


(Continued on Page 12) 
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ING AGE 


EDUCATING ADVERTISER 


in America’s Second Wealthiest Industry... 


| 
PAYS THE AGENCY s BILL TOT 


1o THE MAN WHO 


You can always 
| buy less brains 
te atve just cut He naar it ne 


h has its price. You can 
go on, Eac os ing all 


es you ‘Vike. 


“6 ’ driving—you' still get iwst 
eee brains? 
ee good are poor 
The question is: yet upkeep may ruin the 
much " diture The first cost is lower. 
TT uene’s #0 ot to think expend . | 
spend that we Ve doean. Cons we tothe | 
advertiser *Prrrising com Ite - 1 Where real brains gro necessory °° 
represent dat is the exer it's much safer to buy @" 
io operat io produced be cess of any given fob, Femvs. ok 
what 700 salesman may! rasy be the re — need than not, quite 2 
y 
camp®' 


You pay the price of ability 
-- whether you buy it or not | 


HE MAN 'WHO PAYS THE AGENCY'S BILLS 


TO THe 
EMA 
N WHO Pays THE AGENC 
Y's B 


7 


Advertising is @ performance before on Wh 
audience of buyers, who will pay well if pleased and 'y should ; ! 
convinced by the tune the advertiser sings. the docto : 
} 
So advertiser A, to make sure his tune is pleasing, e a f r 
hirés Rudy Vallee for umpty thousand dollars. Rudy ee . ? 
brings down the house and advertiser A is @ Great the pills cae ee 
Guy. pt do all the work 
Advertiser B thinks he'll save money. So he hires. pil Publched i like 
Harry Hopeful, for $57 and carfare. Harry croons eccordiag to nnn It can kill sales every swallowed 
tll his eyes bulges But the applause is missing for the bodes thea If it sti the on timate — 
audienge has gone home. the value of pi ged, brisk o briliant, Tye et ™Y 
A was out of pocket'the price of a real perform- is in the doctor” Temains the om 
ance — and got it back again in orders. B saved on Your advertis: man whose business it 
the performanc® — and lost more than he saved in the soothing syrup, ought to be strychnine ” 
form of orders he might hawe had but didn't get. The skilif: 
Some day B is going to wonder what became of ll agent — ;. fil doctor — and the stin 
that money he thought he saved. 2 heap at his price I ful advertising 
. it’s free, mpetence is an ex. 


This complete campaign 
will be sent you on request 


to put their trade promotion 


on a sounder basts 


The payment of an adequate fee to enable 
agencies to do effective work is the safest, 
‘cheapest, and quickest road to success for 
the advertiser whose campaigns are directed 
to the organized buying power of the 
textile-apparel industries. 


We say this because we know both the 
complexities and the opportunities of such 
campaigns, and the necessity for skill, experi- 
ence and understanding in their execution. 


behalf of sound, profitable agency re- 


In the best interests of advertiser, agent 
and publisher, we have published, during 
the past five months, the campaign shown 
in part above. This advertising is appearing 
in our own publications, one or more of 
which is regularly read by advertisers — 
and potential advertisers throughout the 
textile-apparel industries. 


This is but one phase of our effort in 


Obviously, too, this 


basis of payment is 
the agent’s only satis- 
factory insurance of 
an adequate reward 
for his effort. 


Annually, the men and women 
who read these publications sell 5 
billion dollars worth of merchan- 
dise to the ultimate consumer — a 


AILING | 


1930 


Our new book, dealing 


lationships—a subject 
on which we shall 
be happy to confer 
with agencies and 
advertisers. 


More than a million copies a 
month {1,297,306} of Fairchild 
Publications are bought, read, and 
studied by the textile-apparel in- 
dustry — a complete and exclusive 


with the problems and 
opportunities of modern textile- 
apparel trade promotion, will be 
presented by one of our represent- 
atives to interested agency execu- 
tives. 


sales-power no advertiser can afford 
to neglect. 


FAIRCHILD PUBLI 


8 EAST 13TH STREET, NEW YORK 


418 S. Market St., 
Chicago, III. 


Provident Bank Building, 
Cincinnati, Ohio 


8 E. 13th St., 
New York, N. Y. 


Union Trust Building, 
Washington, D. C. 


52 Chauncy St., 
Boston, Mass. 


82 St. Paul St., . 
Rochester, N. Y. 


388 The Arcade, 
Cleveland, Ohio 


Syndicate Trust Building, 
St. Louis, Mo. 


domination in news-influence and 
advertising saturation. 


CATIONS 


412 Bulletin Building, 
Philadelphia, Pa. 
541 S. Spring St., 

Los Angeles, Calif. 


415 American Building, 
Baltimore, Md. 


407 Phelan Building, 
San Francisco, Calif. 
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ADVERTISING AGE 


June 13, 1931 


PROGRAM READY 
FOR BIG MEET 
OF FEDERATION 


(Continued from Page 10) 


Topic — How to Make Advertising Courses 
More Valuable 

Speakers: For Business—Bernard Lichten-- 
berg, vice-president, Alexander Hamilton 
Institute, New York. 
Norman Markwell, vice-president, Paul Cor- 
nell Company, New York. 
For Colleges—Professor G. B. Hotchkiss, 
New York University, New York. 
Dean J. F. Pyle, Marquette University, Mil- 
waukee, W. 
Discussion by the group. 


Newspaper Advertising Executives 
Association 
MONDAY MORNING, June 15, 9:30 o’Clock 
Small Ball Room, Hotel Pennsylvania 


Joint Session with Sales Promotion Division 
of the National Retail Dry Goods Association 
| Opening Announcements 
1 Committee Aopstatasate 
How Retailers Buy Advertising 
Arthur O. Price, sales manager, The Namm 
Store, Brooklyn, N. Y. 
Turning the Other Cheek 
Miss Gay S. Walton, advertising manager, 
Julius Kayser & Co., New York. 


TUESDAY MORNING. June 16, 9:30 o’Clock 


The National Advertiser’s Attitude Toward 
Newspapers 
Lee H. Bristol, vice-president, Bristol-Myers 
Company, New York; president, Associa- 
tion of National Advertisers. 
A Talk By an Agency Man with No Reporters 
Present 
Bruce Barton, chairman of the board, Bat- 
ten, Barton, Durstine & Osborn, New York. 


TUESDAY, June 16, 12:15 o’Clock 
Luncheon, Main Dining Room 
Hotel Pennsylvania 
The Business Outlook 
Roger W. Babson, founder, Babson’s Statis- 
tical Organization, Wellesley Hills, Mass. 


TUESDAY, 2:00 o’Clock 
Gun Lineage ae ee Situation Which 
Can Be Successfully Solved 
Walter G. Bryan, president, The Bryan Or- 
ganization, New York. 
Determining Future Advertising Trends by 
Analyzing Current Sales Tren 
Raymond Bill, president and editor, Sales 
Management, New York. 


WEDNESDAY MORNING, June 17, 
9:30 o’Clock 


Presentation of Shuman Trophy 

An Advertising Inventory 
Harold Potter, advertising maoemees tas 
Grape Juice Company, Westfield, 

The Stuttering Press 
L. E. McGivena, promotion manager, New 
York Daily News. 

Committee Reports 

Election of Officers 


TO ADDRESS A. F. A. 


C. M. Chester, Jr., president of 
General Foods Corp., one of the A. 
F. A. speakers. 


Outdoor Advertising Association 
of America 


TUESDAY AFTERNOON, June 16, 
2:00 o’Clock 


Parlor No. 2, Hotel Pennsylvania 

Presiding 
Samuel N. Holliday, Sonevet Outdoor Adver- 
tising Co., New York 

The Essentials of Good Copy Out-of-Doors 
Otis Shepard, poster artist, New York. 

The New National Sales Company—Outdoor 

Advertising Incorporat 
K. H. Fulton, president, Outdoor Advertis- 
ing Incorporated, New York; chairman of 
the board, Outdoor Advertising Association 
of America. 

Our Viewpoint on Outdoor Advertising 
Walter J. Daily, sales promotion and ad- 
vertising manager, Electric Refrigeration 
Department, General Electric Co., Cleveland, 


Ohio 
The Public Policy of Organized Outdoor Ad- 
vertising 
George W. Kleiser, president, Outdoor Ad- 
vertising Association of America, New York 
and San Francisco. 
The Application of Outdoor Advertising to 
Today's Distribution Problems 
C. O. Bridwell, director creative department, 
Gensons Outdoor Advertising Company, New 
ork. 
Determining the Place of Outdoor Advertising 
in the Campaign 
Walter L. Chesman, account executive, 
Doremus & Co., New York. 
“Treasure Island,”’ a motion picture dealing 
with the New York market 
G. D. Shewell, account executive, General 
Outdoor Advertising Company, New York. 
Note: In the meeting room there will be an 
exhibit of animated painted display adver- 
tising and original 24-sheet poster designs 


Unfinished Business 


painted by Otis Shepard, Lucian Bernhard, 


& 
A 


been used with 


subjects as: 


our quotations. 


id 
v 


Harry Flowers, President 


Cut Cut Costs 


Our Special Method that cuts 
costs on color cuts has recently 


on making such a wide range: of 


Clocks — Curtain Rods — 
Desserts — 
scapes— Blankets — 
Street Cleaning Machines. 


We'll be glad to show you the 
proofs. You'll be interested in 


General Photo Engraving 


Corporation 


235 East 45th Street, New York 
Murray Hill 2-1369 


a 
a 


great satisfaction 


Colored Land- 


v 
v 


W.K. Hause _ice-President 


Charles E. Chambers, Andrew Loomis, Fred- 
eric Stanley, McClelland Barclay and other 
well-known artists. 


Promotion Managers Group 
of the 
Newspaper Advertising Executives 
Association, Inc. 


MONDAY MORNING, June 15, 10:30 o’Clock 
Exhibit Room No. 3, Hotel Pennsylvania 
Presiding 
George Benneyan, promotion and research 
manager, The Sun, New York. 

Report of the committee on the functions of 
the promotion department and the duties 
of the promotion manager, on ® 
questionnaire sent to pr tion 
of a large number of newspapers esnal> 
out the country. 

Francis Nye McGhee, promotion manager, 
Cleveland Press. 

Report of the committee on the relative value 
of various types of media for newspaper 
promotion, based on a questionnaire sent 
to pr ti s of a large num- 
ber of newspapers throughout the country. 

ae Re —— promotion manager, Chicago 
uN 

Report of the “committee on the use of identical 
market data by newspapers in the same 
city. 

Douglas Martin, promotion manager, St. 
Louis Globe-Democrat. 

Report of the committee on a proposed cam- 
paign to advertise newspaper advertising 
throughout the country. 

C. M. Puckette, promotion manager, New 
York Times. 


TUESDAY MORNING, 9:30 o’Clock 
Small Ball Room, Hotel Pennsylvania 


Joint Meeting with the Newspaper Advertis- 
ing Executives Association, Inc. 


TUESDAY Luncheon, 12:15 o’Clock 


Main Dining Room, Hotel Pennsylvania 
Joint Luncheon Meeting with the Newspaper 
Advertising Executives Association, Inc. 


o 
TUESDAY AFTERNOON, June 16, 
3:00 o’Clock 
Exhibit Room No. 3, Hotel Pennsylvania 

Presiding 

George Benneyan, promotion and research 
manager, The Sun, New York. 

Unfinished and new business and discussion of 
the question of whether newspapers should 
be allowed commissions by trade papers in 
which they advertise. 

Dramatics in Newspaper Selling 

Douglas Taylor, sales manager, 
Ink, New York. 


Printers’ 


WEDNESDAY MORNING, June 17, 
9:30 o’Clock 
Small Ball Room, Hotel Pennsylvania 
Joint Meeting with the Newspaper Advertis- 
ing Executives Association, Inc., at which 
L. E. McGivena, promotion manager, New 
York Daily News, will talk on newspaper 
promotion, using the title ‘“The Stuttering 
Press.’ 
George Benneyzn will report the activities of 
the Promotion Managers Group to the 
Association. 


Public Utilities Advertising 
Association 


TUESDAY MORNING, June 16, 
10:00 o’Clock 
Foyer of the Southeast Banquet Room 
otel Pennsylvania 

Address of Welcome to the Delegates 

Hon. rge B. Cortelyou, president, Con- 
solidated Gas Co., New York. 

Cooperative Advertising Campaigns Between 
Utilities and Electrical Dealers and 
Plumbers 

Jay Barnes, New Orleans Public Service, 
New Orleans, La. 

Advertising and Its Relationship to the 
Changeover by Gas Companies from Arti- 
ficial to Natural Gas 

Paul Renshaw, public relations director, 
Memphis Power and Light Co., Memphis, 
Tenn. 

Yardsticks 

William H. Hodge, vice-president, Byllesby 
Engineering and Management Corp., Chi- 
cago. 

Discussion 

Luncheon 


TUESDAY AFTERNOON, 2:00 o’Clock 
Public Utilities and Newspaper Advertising 
Owen Conner, financial editor, Philadelphia 
Public Ledger. 
Utilization of Advertising and Dealer Helps 
by Utilities 
W. A. = General Electric Company, 
Schenectady, ; 
Syndicated py ae Oe and Publication Serv- 
ices 
J. R. Pershall, Public Service Company of 
North Illinois, Chicago. 
Advertising During Periods of Business Re- 
cove 
Paul T. — director of research, 
J. Walte Company, New York. 
pinashe 


WEDNESDAY MORNING, 10:00 o’Clock 


Business Session 
Election of officers, committee reports, 
awards and special announcements. 


Talking Motion Picture Advertising 


TUESDAY MORNING, June 16, 10:30 o’Clock 
Exhibit Room No. 2, Hotel Pennsylvania 
Presiding 
. D. Canaday, vice-president, Lehn & 
Fink, Inc., New York. 
Product and Service Selling with Motion Pic- 
tures 
Mr. Canaday. (This address will be illus- 
trated with a talking motion picture that 
has been successfully circulated.) 
Trade Advertising and Sales Training with 
Motion Pictures 
Turner Jones, vice-president, Coca-Cola 
Company, Atlanta, Ga. 
Daniel P. Woolley, vice-president, Standard 
Brands, Inc., New York. 
Talking pictures used for this program will 
be shown. 
Discussion 
Open discussion from the floor, and brief 
response by guest speakers. 
Other Talking Pictures 
The morning session will conclude with 
talking pictures amplifying the demonstra- 
tions used by the speakers. 


TUESDAY AFTERNOON, 2:30 o’Clock 
Presiding 
W. D. Canaday, vice-president, Lehn & 
Fink, Inc., New York. 
Publicity in Motion Picture Form 
harles W. Barrell, motion picture director, 
Western Electric Co., New York, will in- 
troduce a publicity cartoon. 
J. M. Hamilton, motion picture director, 
American Telephone and Telegraph Co., 
will introduce a publicity photoplay. 
Joint vr with Other Depart- 
men 


A. F. A. DIRECTOR 


Edgar Kobak, vice-president of 
the McGraw-Hill Pub. Co., New 
York, who helped plan the spar- 
kling A. F. A. program. 


National Retail Dry Goods Association. 
Public Utilities Advertising Association. 
Pictures on public utility and department 
store operation. 

Discussion 
Open discussion from the floor, and brief 
responses by guest speakers. 


Conference on Vocational Training 
for Advertising 
THURSDAY Luncheon, June 18, 

12:30 o’Clock 
Parlor B, Hotel Pennsylvania 

Presiding 
John Benson, president, American Associa- 
tion of Advertising Agencies, New York. 
What Employers of Advertising Personnel 
Need in the Way of Educational Training 
Educational N in Retail Advertising 
and Merchandising 
Joseph H. Appel, John Wanamaker, New 


York. 

Educational Needs of the National Adver- 

tiser 
Ralph Starr Butler, vice-president, Gen- 
eral Foods Corporation, New York. 

Educational Needs of the Magazine Publish- 

ing Business 
Frank Crowninshield, editor, Vanity Fair, 
New York. 

Personnel Training Needs of the Advertis- 

ing Agency 
M. L. Wilson, The Blackman Company, 
New York. 

Stewart L. Mims, J. Walter Thompson 
Company, New York. 

Training Required for the Newspaper Busi- 

ness 
George J. Auer, advertising manager, 
Herald-Tribune, New York. 

What the Various Schools Afford in the Way 
of Vocational Training for Advertising 
Developing Expressive Ability in Students 
Professor G. B. Hotchkiss, New York 

University. 
Professor Kenneth Dameron, Ohio State 
University, Columbus. 

Developing the Promotional Sense in 

Students 
Professor Paul H. Nystrom, 
University, New York. 

Developing the Analytical Mind for Adver- 

tising and Marketing 
Professor Harry R. Tosdal, Harvard 
Graduate School of Business Administra- 
tion, Boston. 

Practical Training of Students in Adver- 

tising and Marketing 
Professor Hugh E. Agnew, New York 
University, New York. 

Vocational Tests of Advertising Ability 
Professor H. K. Nixon, Columbia Univer- 
sity, New York. 

Acquiring Practical Advertising Technique 

by Students 
Professor James W. Young, University of 
Chicago, Chicago. 

A School of Apprenticeship in the Adver- 

tising Agency 
Sam Harned, Batten, Barton, Durstine & 
Osborn, Inc., New York. 

Uncovering Latent Advertising Talent in 

Employees 
Dr. Paul T. Cherington, New York. 


Columbia 


Multigraph Expert 
Wins Promotion 


R. M. Winger, formerly assistant 
sales director in charge of adver- 
tising for the Multigraph Company, 
has become advertising manager of 
that company and the Addresso- 
graph Company with headquarters 
at Cleveland. 

He will be in full charge, work- 
ing closely with the company’s 
agency, the Dunham, Younggreen, 
Lesan Company, Chicago. 


Made Vice-President 
of Larchar-Horton 


The lLarchar-Horton Company, 
Providence agency, has elected Ira 
Newton Jelalian a vice-president in 
charge of the Boston office in the 
Statler Building. 

Mr. Jelalian was formerly vice- 
— of Dorrance, Kenyon & 

0. 


P. & G. on Radio 


The Proctor & Gamble Company, 
Cincinnati, will go on the air four 
times a week with the Sisters of 
the Skillet, beginning July 7 over 
N. B. C., Eddie East and Ralph 
Dumke playing the roles. The ac- 
count is handled by the Blackman 
Company, New York. 


Butler Offers 
‘“‘Century of 


Progress’’ Bond 


The Butler Paper Corporations, 
Chicago, which have announced the 
“Century of Progress” watermarked 
bond to celebrate the world’s fair in 
Chicago in 1933, are duplicating, in 
unique style, the way in which they 
similarly marked the Columbian ex- 
position in Chicago in 1893, nearly 
40 years ago. 

“At that time,” explained Dana W. 
Pratt, manager of the mill depart- 
ment of the company, “we put out 
the World’s Fair flat writing paper. 
It was not a bond, as bonds were 
much higher priced and less popular 
than today. But for years after the 
fair we had calls for this paper.” 

The official design of the 1933 ex- 
position has been reproduced in the 
watermark for Century of Progress 
bond, including the slogan, “Chicago 
invites the world.” 


P. W. Marphy Resigns 
From Agency Field 

After 22 years in the agency field, 
P. W. Murphy has resigned as sec- 
retary-treasurer of Fuller & Smith 
& Ross, Cleveland agency. Mr. 
Murphy desires to rest. He has 
other interests which he also wishes 
to cultivate more closely. 

His financial duties will be as- 
sumed by Francis G. Hubbard, vice- 
president, at New York. Sidney D. 
Mahan, vice-president, has been ap- 
pointed manager of the Cleveland 
organization. 


Using Newspapers 
The E. H. Brown Advertising 
Agency, Chicago, is releasing news- 
paper schedules for the Automobile 
Bonding Co., National Bond & In- 
vestment Co., and the Shorewood 
Estates, all of Chicago. 


Advertise Mushrooms 

Flagler Advertising, Inc., Buffalo, 
will use newspapers and magazines 
for American Mushroom Industries, 
Toronto. 


Do you 
want to 
sell your 
Products 
to 
homes 


and 


homemakers 
of 


today 
and 


tomorrow? 


A 


WRITE TO 


THE MAGAZINE FOR ALL GIRLS 
Published by GIRL SCOUTS, INC. 
670 Lexington Ave., New York, N. Y. 


CHICAGO PHILADELPHIA 
Powers & Stone, Inc. Harry E. Hyde, 
First Nat'l Bank Bldg. 638 Drexel Building 
NEW ENGLAND AND NEW YORK STATE 

(except Metropolitan area) 
Powers & Stone, Inc. 
369 Lexington Ave., N. Y. C. 
v 


Member Audit Bureau of Circulations 
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TO MAKE PALM. 
BEACH SUITS AS 
WELL AS CLOTH 


New York, June 11.—The Goodall 
Worsted Company, of Sanford, 
Maine, exclusive maker of Palm 
Beach cloth, is moving closer to the 
consumer by forming a subsidiary, 
the Goodall Company, to manufac- 
ture and distribute all Palm Beach 
garments for 1932. 

Heretofore the cloth has been sold 
to 34 manufacturers of summer 
clothing, who made up the finished 
Palm Beach garment and sold it 
with other lines of summer clothing. 

The Goodall Worsted Company 
has been in the unusual position of 
having created too great a success 
in its advertising of Palm Beach 
cloth. In spite of the company’s pro- 
testations to the contrary, a large 
part of the public conceived the 
theory, to which it clung with great 
tenacity, that every summer gar- 
ment was a Palm Beach suit. 

Whether a buyer wanted a Palm 
Beach suit or merely a light suit 
for summer wear, he was likely to 
wander into a clothing store and 
ask for a “Palm Beach.” Some deal- 
ers handed out a Palm Beach under 
such circumstances while others en- 
deavored to read the buyer’s mind, 
and acted accordingly. 

This situation led to some litiga- 
tion which in the majority of cases 
was settled out of court. 


Difference in Standards 


Some producers of Palm Beach 
suits maintained high standards, 
while others were not so fastidious, 
suspecting they could cash in readily 
on the good name of the cloth with- 
out being too careful as to what 
the finished garment looked like. 
This resulted in a black eye for 
Palm Beach in some cases. 

As W. N. Campbell, president of 
the Goodall Worsted Company, re- 
marked, “a considerable part of the 
public took it for granted the com- 
pany made the suits as well as the 
cloth.” 

The official announcement of the 
new policy said in part: 


MAGINATIVE 
_ PHOTOGRAPHY 


“UEP STUDIOS 
Jat wont We St. ic 


Phone-Pennsy!vana 6 520 


We Specialize in 
Unusual Photographs 
of Fashions, Jewelry, 

Merchandise 


and Industrial Subjects 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 
MULTIGRAPHING, MAILING 


> For Dependable 
> Photostat Service 


; r.a. RUSSO hc. 


230 PARK AVENUE 
60 E. 42nd Se. 250 W. 57th Se. 
V Anderbils 3—9975-6-7 


Women in 
Advertising 


Florence Gardner 


San Francisco, Cal., June 11.— 
“Too bad Florence Gardner decided 
to be executive secretary of the San 
Francisco Advertising Club. She 
would have made a great success as 
an active practitioner of advertis- 
ing.” 

Thus spoke a brilliant Western 
agency man _ recently—but Miss 
Gardner is quite satisfied with her 
present role. 

She was born in New York City 
and entered the business world at 
the early age of 13, when she won 
a business college contest, took a 
course in bookkeeping, and tackled 
debits and credits for an electrical 
concern. She soon went over to a 
national weekly, where she stayed 
for six years, achieving the position 
of assistant bookkeeper. 

Seeking wider fields, she took a 
course in stenography, and came to 
San Francisco. Here opportunity 
knocked at her door in the shape of 
temporary work for the interna- 
tional convention of the Associated 
Advertising Clubs of the World. 
That was in 1918—and her name 
has never been off the payroll since. 

Just two years after she was en- 
gaged as a temporary stenographer, 
she became executive secretary of 
the San Francisco Advertising Club. 
She was the first woman to hold 
such a position, it is said. Due to 
her success, other advertising clubs 
have appointed women as_secre- 
taries. 

She served twice as vice-president 
in charge of women’s participation 
for the 12th district, Associated Ad- 


“Because Palm Beach suits were 
an identified and highly competitive 
article and because there was no 
standardization of make or price, 
there were naturally handicaps and 
sales resistance. 

“Under the new arrangement, a 
complete sales organization will con- 
centrate on promoting and distribut- 
ing Palm Beach suits. 

“Heretofore, though the mill was 
responsible for the cloth alone, the 
advertising featured Palm Beach 
suits. This was rather illogical, as 
the mill could in no way be respon- 
sible for the finished garments 
offered to the public. 

“Just what this new tie-up of mill 
and garment maker will mean in the 
way of economies, standardization, 
quality of product, etc., will be made 
apparent when the plans and policies 
for the new Goodall Company are 
fully established. 

“The advertising, to be much sim- 
plified due to the centralization of 
manufacture, will be planned on a 
more extensive basis than hereto- 
fore.” 

The account is handled by the 
Lawrence C. Gumbinner Advertising 
Agency. 

The company will create a sales 
organization, with headquarters in 
New York to contact the clothing 
trade. 


vertising Clubs of the World, and in 
1928 represented San Francisco at 
the national convention in Detroit. 

In addition to her many other 
duties, it devolves upon her to act 
as hostess to the notables who visit 
San Francisco. In eight weeks in 
1919, Miss Gardner entertained in 
rapid succession the King of Bel- 
gium, Secretary Daniels, President 
Wilson and Hiram Johnson. 

Conceded to be the best known 
advertising woman on the Pacific 
Coast, Miss Gardner is also promi- 
nent in other organizations. She is 
a past president of the San Fran- 
cisco Soroptimist Club, an organiza- 
tion of women executives, managers 
and owners of businesses. 


She likes to swim. She also plays 
bridge, but regards it not as a hobby 
but work! 


Her taste in literature runs to 
biographies. A splendid speaker her- 
self, for the past year she has been 
vice-chairman of the Speakers Bu- 
reau of the P. A. C. A., supplying 
speakers for organizations in North- 
ern California. 


Two for White 


The Illinois Wire & Mfg. Co., 
Joliet, Ill., and Man Builders, Inc., 
Milwaukee, are new accounts of the 
Frank B. White Company, agricul- 
tural agency of Chicago. 


WRITING STORY OF HIS ANNIVERSARY 


‘ade al ips 


y Bs 25 oi BS vee Tig 
ae 


Frank E. Gannett celebrated his 25th anniversary as a 
newspaper publisher in Elmira, N. Y., 
E. Tripp, general manager of his 17 dailies, looking on, Mr. 
Gannett makes a few notes for the anniversary issues. 


June 6. With Frank 


Elected to Four A’s 
Frank & Spedden, 


potential! A practical outline of the nation’s worthwhile markets 


based not on theory but on the actual test of selling. 


Everyone interested in marketing will want this new kind of 
breakdown of a new kind of scientifically directed circulation. 
A circulation which concentrates in the 1204 Tested Key Markets 
where there is over 75% of all sales potential. And, of added 


importance, a circulation 100% voluntary. 


en Dre yaa 


KEY 


ae mM 
Sak ss . 
i x 2 
. ~ 


”- CANADESISUOP TOWRR: MAGAZINES’ CIRCULATION BY 
© SITIES, COUNTIES, AND GEOORAPHIC DIVISIONS 


“| MARKETS _ 


As different... as scientific ... as our 
distribution methods. 


We shall be glad to furnish this index 
of America’s Tested Markets, if you ask. 


_— 


We have reprinted recently published 
advertisements in booklet form. This 
booklet is helpful because it contains 
many of the essential facts about Tower 
Magazines . . . we welcome requests 
for it, also, Ask for “A Story Retold.” 


TOWER MAGAZINES, Inc. 


55 Fifth Avenue, New York 


919 North Michigan Avenue, Chicago, Illinois 


Appoint Calkins & Holden 


Varityper Inc., manufacturer of 
Inc., Detroit, has been elected to| the typewriter with changeable type, 
membership in the American Asso-| has appointed Calkins & Holden, 
ciation of Advertising Agencies. New York. 


ady| 


The BOOK of the 
1204 Tested 
Key Markets 


An analysis of circulation based not on population but on sales 
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Gaasthed 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 


SITUATION WANTED 


Advertising Man 
Young college man desires posi- 
tion with Chicago manufacturer or 
agency; 5 years varied advertising 
experience with manufacturer and 
agency. Writes convincingly. Knows 
art, engraving and printing. Age 26, 


married. Excellent references. Sal- 
ary reasonable. Box 101. 
Picked by Visugraphic 


Sol Letzler, for 14 years treasurer 
of the Prudential Oil Company, was 


elected treasurer of Visugraphic 
pictures, Inc., New York. 


Newspaper Man 
Elected at Toledo 


Frank D. Boone, of the Toledo 
Blade, was elected president of the 
Toledo Advertising Club June 8. 
Smither Merrill, Toledo Edison Co., 
is first vice-president; Roi C. Davis, 
Sam Davis Co., second vice-presi- 
dent; Homer E. Frye, Better Busi- 
ness Bureau, recording secretary; 
and Charles G. Gernheuser, Com- 
merce-Guardian Bank, treasurer. 

New directors are Fern L. Ket- 
tel, Lamson Bros. Co.; A. W. Dean, 
Toledo Sign Co.; R. G. Ewell, Manu- 
facturers’ Advertising, Inc.; Homer 
E. Willard, Toledo Stamp & Stencil 


Co.; Eugene Meehan, Medbury- 
Ward Engraving Co.; T. R. Long- 
cope, Toledo News-Bee; Roy E. 


Hohl, Stein’s Ready-to-Wear. 

The final event on the year’s pro- 
gram will be the annual banquet 
tendered to representatives of High 
School annual staffs participating in 
the exhibit to open June 24. 


A Complete 
Produetion Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK «+ 310 East 45th St. 
CHICAGO +» 210 So. Desplaine St. 


and 34 other cities 


222444444444 


How You Can Reach the 


Student Billion! 


College students spend a 
billion dollarsa year! The 
direct route to this big 
and impressionable mar- 
ket is through the college 
publication! 


Let us tell you how. 


Ask for : copy 


o 
The Collegiate 
Salesman. 


Established 1913 
Collegiate Special Adv. Agency, Inc. 


NEW YORK CHICAGO 
18 East 41st Street 612 N. Michigan Ave. 


~ 


Subscribe Now! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you 


significant developments in all 
branches of advertising. 


$1 a Year---52 Issues 


Use the 


posted on the 


Coupon 


Advertising Age, 
537 S. Dearborn St., 
Chicago 


You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order). 


Street No. 


FEMININE PUBLISHER 


Catherine McNelis 


Miss McNelis 
Addresses 150 
Advertising Men 


w, 


More than 150 advertisers and 
agency men attended a dinner in the 
Tower room of the Drake Hotel, 
Chicago, June 11 in honor of Miss 
Catherine MecNelis, president and 
publisher of the Tower Magazines, 
New York. 


The dinner was for the purpose of 
enabling advertising executives to 
express their appreciation of the 
fine work of Miss McNelis in de- 
veloping a new and interesting type 
of magazine and circulation. 
Sherman K. Ellis, of Erwin, Wasey 
& Co., was toastmaster, and speakers 
included C. C. Younggreen, president 
of Dunham, Younggreen, Lesan Co., 
“Bob” White, advertising manager of 
General Motors Radio Company; 
Terry McGiveran, vice-president of 
the Western Company, and James T. 
Aubrey, of Aubrey & Moore. 


Mr. Younggreen paid a tribute to 
women in advertising, and said Miss 
MeNelis’ success was an indication 
of the fine creative ideas which 
women are bringing to the publish- 
ing and advertising field. 

Mr. White, who was formerly in 
the advertising department of the 
Chevrolet Motor Car Company, pur- 
chased the first color space sold in 
the Tower group, and explained why 
he liked the idea. 


“Don’t be afraid of new ventures 
in the publishing field if they are 
backed with sound ideas,” he urged. 


Mr. McGiveran felt that in an era 
when forced circulations have be- 
come a problem for advertisers, the 
Tower plan of voluntary purchase 
has attractive features. 


Miss McNelis answered many 
questions asked by agency space- 
buyers and others regarding the or- 
ganization of the group, its plans for 
the future, etc. In explaining the 
inclusion of a detective-story maga- 
zine in the Tower group, she said 
advertisers are all wrong in thinking 
only men like detective stories. As 
a matter of fact, she insisted, the 
demand for this type of fiction is 
even stronger among women than 
men, because, she explained, “women 
love intrigue.” 


Cincinnati Installs 
New Administration 


The new officers of the Adver- 
tisers Club of Cincinnati were in- 
stalled at a frolic at the Hyde Park 
Country Club. Robert M. Fleming, 
Henderson Lithographing Co., is the 
new president, other officers being 
Curtis W. Van de Mark, president, 
Health-O-Products Co., vice-presi- 
dent; Albert H. Apking, E. & J. 
Swigart Jewelry Co., secretary, and 
Clifford Fox, Cincinnati Post, treas- 
urer. 

The following were elected gov- 
ernors for two years: Tom Alber- 
shart, Albershart Paper Co.; Foster 
Hayes, Consolidated Artists; John 
Hennegan, the Hennegan Company; 
A. Holtman, Fecheimer Bros. 
Co.; Plez R. Pettit, advertising 
manager, Cincinnati Post; and Mr. 


FLOUR FREE WITH 
WAFFLE IRONS 


Erie, Pa., June 11.—In an inter- 
esting tie-up with the Pillsbury 
Flour Mills Company, the Griswold 
Manufacturing Company is using 
spreads in the business papers of 
the restaurant field to offer 50 
pounds of Pillsbury waffle flour with 
each Griswold electric waffle baker. 
The copy asserts this is almost 
tantamount to a free waffle baker, 
explaining: 

“A 50-pound drum of Pillsbury’s 
Prepared Waffle Flour makes over 
500 waffles. A restaurant’s total cost 
of 500 waffles ready to serve will av- 
erage $30 to $35. The average net 
profit on 500 waffle servings is 
around $75. Yet a Griswold Semi- 
Automatic two-pan rectangular waf- 
fle baker sells for only $70. 
“Thus net profits on waffles made 
from this single free drum of Pills- 
bury’s Prepared Waffle Flour will 
return the investment made in a 
Griswold Waffle Baker. For in- 
stance, if you serve 25 waffles daily 
your Griswold baker is yours free 
and clear in less than two weeks.” 
The Griswold Manufacturing 
Company declined to reveal the 
basis of co-operation with the Minne- 
apolis company. 


Create Model 
‘‘Main Street’’ 
in New Home 


Philadelphia, Pa., June 11.—The 
S. J. Hanick Company, specialists in 
display installations, will create a 
model “Main Street” in its new 
quarters at 11th and Wood streets 
to be occupied in the immediate fu- 
ture. 

Main Street will run several hun- 
dred feet. On each side of the 
“thoroughfare” will be window 
fronts filled with model installations 
of drugs, groceries, tobacco, radios 
and other products. These windows 
will serve as laboratories in which 
the company can work out new ideas 
in display. 

The Hanick Company has made 
another innovation in the form of 
group meetings of its organization 
with representatives of national ad- 
vertisers. In a recent instance, the 
Coca-Cola Company sent several 
men to one of these meetings. These 
representatives gave their ideas on 
what constitutes the perfect win- 
dow display. 

A special Coca-Cola movie was 
shown and a miniature soda foun- 
tain set up, to dispense ice-cold 
Coca-Cola to the Hanick staff, which 
left with a definite idea of Coca- 
Cola aims and requirements. 


Snodgrass Is New 
Kansas City Chief 


W. R. Snodgrass, publicity direc- 
tor of the Fidelity National Bank 
& Trust Company, heads the new 
administration of the Advertising 
Club of Kansas City. Other officers: 

First vice-president, James E. 
Stickney, Ferry-Hanly Advertising 
Company; second vice-president, 
June Holt, Donnelly Garment Com- 
pany; secretary, Donald D. Davis, 
Loomis, Baxter, Davis & Whalen, 
Inec.; treasurer, C. H. McClean, 
Graybar Electric Co. 

Three-year directors: Paul Ken- 
dall, Long-Bell Lumber Company; 
Mrs. Maude DeVerse Newton, Chris- 
tion Science Monitor, and Ben Hen- 
thorn, Kansas City School of Com- 
merce. 


Thompson Shifts _ 


Foreign Executives 

Rae Smith of the London office of 
the J. Walter Thompson Company 
has been made manager of that unit. 
He succeeds Samuel W. Meek, Jr., 
who has returned to New York as 
a vice-president. 

Henry C. Flower, Jr., formerly in 
charge of the international depart- 
ment at New York, is now director 
of European operations, with head- 
quarters in Paris. 

Arthur E. Hartzell is the new 
manager of the Paris office. He is 
succeeded as manager at Madrid by 


Van de Mark. 


OUTDOOR STORY 


THE PRODUCTS OF 10,000,000 
WORKERS ARE SOLD THROUGH 
OUTDOOR ADVERTISING 


ns 


—— 
— 


WE PALL CLABLY FEMS TOU FURTHER BATA UrOm BrewEtT 


One of the pieces of copy to 
run in newspapers. 


Lithographers 
Hear of Drive 
in Newspapers 


New York, June 12—The Lith- 
ographers National Association will 
co-operate in the newspaper cam- 
paign in behalf of the outdoor ad- 
vertising industry sponsored by the 
Outdoor Advertising Association of 
America, it decided at its annual 
meeting at White Sulphur Springs, 
W. Va., last week. 

The exact form of co-operation is 
yet to be determined. The outdoor 
campaign in newspapers will begin 
in July and will run, it is hoped, 
for 12 months. Some newspapers 
will be asked to use outdoor adver- 
tising, the outdoor men believing the 
two mediums have much in common. 
William H. Merton, of Cincinnati, 
was elected president; Trowbridge 
Marston, New York, vice-president, 
and Ernest S. Lloyd, Philadelphia, 
treasurer. 

Joseph Deutsch, Chicago; John 
Omwake, Cincinnati, and Horace 
Reed, Buffalo, who have served con- 
tinuously as directors for 25 years, 
were guests of honor at the annual 
dinner. 

Leonard Dreyfuss, president of the 
United Advertising Corp., New 
York, said the agitation for a tax 
on outdoor advertising has resulted 
in bills being introduced in four 
states to tax newspapers too. 


Paper in Assignment 


The Theatre Magazine Co., New 
York, has assigned to William L. 
Gross. The paper has been published 
by Paul Meyer for 30 years. Liabil- 
ities are said to total about $150,000. 


@ ADVERTISING 
CALENDARS 


. Business Advertising Cal- 
en \ 

. Cooperative Dealer Calen- 
dars. 


Se Agency Imprint Calendars. 
. . . Postage Saving Features. 
. Special Calendars to order. 


PROPER PREPARATION 
AND SERVICE 


Give us an idea of your prefer- 
ences and we will send samples— 
no obligation. 


The STONE 


PRINTING AND 
MANUFACTURING CO. 


ROANOKE, VIRGINIA 


The Des Moines Reg- 
ister and Tribune sells 
68% of all Sunday 
and 56% of all daily 
newspapers circulated 
in central two-thirds 
of Iowa. This includes 
newspapers published 
out of state as well as 
in lowa—41 all told. 


F. Malcolm Thomson. 


Bea iia 7) Tg i te ea At 2 a tes oN oa 0 pe a Mien ee eI cg eR te AR a ee eR Sem” SUNS =e Seren IR Be derte ame eRe 
bie So SSE ion bie Tee aes ees iad gun a me ee Cee re ee 
rman Eide a she aastord bo Oe gece Jee RE Se Dern ote OE ate eyes ata! op; de Sor Sheer © Pe es oe ee oe pei ae A ei de pee Sees ere Coie 
tee 
Ve 
= P| ee | 
PS. " 
ApS eg TS ee Vireo Fy C 
See i # 
‘agi - : es y * ee as ai is ri. 
i a i “= Coy 
Mi | ae Ls Ne Oe - Byes: ; , 
_ oes “ik ‘i i Ps au ~~ ew | 
= a rc bi ” | | 
: | _ - ° wee | Serene mc 
aE - . if r | toutes Gi tow ot manchandinn they Go wheats 6 esny constant 
| : i ————_—— 
7 | : ig nt anecinatpenatioamiguscantopenmesoend lat 
. ce ] p> ey wt ee er ee ve 
| . Pease th 
i | - xe th 
| he ics 
ad 
ct ee sa) 
ne 
4 ve 
es ab 
: } us 
; sti 
me Nee SETS RR TCE lat 
an 
eS | — en 
fo! 
ed 
oman i we 
' po 
Cea 
Po 7 
tir 
Lo 
inj 
of 
tri 
ica 
‘ 
He 
tiv 
* ad 
Ca 
di 
. 1 
_—y da 
‘ 
Po po ms 
Ca 
3 | Ft wi 
ee : | is 
A MEENA ES ETERS még 
————OOOOOOOeeeSSee_O_QQ@TNTNENOSOSESEQENESESS=S=SOSS@S=™ to 
cal 
EEE ad 
| na 
thi 
‘ 
oa . Po an 
: —_—_—_—_—_ tré 
eae _ a 
eel vs 
am oe se : 
ete ‘ 
ies poe up 
iat a me 
var ere | EEE col 
sel 
cla 
‘ 
flo 
giv 
~ es pe 
ae re: 
mé 
me 
tags 
[CCS th 
' 
tiv 
for 
iain | Po te 
| ’ 
on 
—qxKc=$=$<=_$_$_=_ i — —_—_—_—>—_—a I ooo ist 
aaa saiienameaaeaan thi 
Th 
su] 
An 
‘ 
| go 
scl 
pe! 
fic: 
Name Soe &.8 Bae. Sere Owe € ee@eeeeee@e eee 8 et 8 oO ple 
4 Company ee eee eee ee S-. 2 & ef ef © @© @ *e am 
vy 
un 
a Th 
® Ar 
ES ey ee. a) Se ar | ga 
‘ 
| —e—— i ies a ee wh 


rae’ 


to 


June 13, 1931 


ADVERTISING AGE 


15 


CANADA PAPERS 
HAIL NEW DUTY 
ON MAGAZINES 


(Continued from Page 1) 


American magazines used by his 
firm totaled 500,000 copies per 
month. 

“He admitted readily that this 
large distribution of his firm’s ad- 
vertising in Canada aided him to 
achieve his sales volume, and that if 
the circulations in Canada of Amer- 
ican magazines in which his firm’s 
advertising appeared should fall to, 
say, 100,000 copies, it would be 
necessary for him to increase his ad- 
vertising in Canadian media—prob- 
ably newspapers, since he is already 
using Canadian magazines in full 
strength. 

“It is quite possible that, soon or 
late, McCall’s and The Delineator, 
and perhaps one or two other wom- 
en’s magazines—Good Housekeeping, 
for example—will have Canadian 
editions, printed in Canada; but it 
would be foolishness to express any 
positive opinion whether or not the 
Canadian editions would be identical 
with the American editions. 

“Good Housekeeping has a dis- 
tinctively British edition, printed in 
London, carrying British advertis- 
ing, and containing the contributions 
of British writers along with con- 
tributions found also in the Amer- 
ican edition. 

“So it is conceivable that, should 
there be a Canadian edition of Good 
Housekeeping, it would be distinc- 
tively Canadian, seeking Canadian 
advertising and contributions from 
Canadian authors, and so competing 
directly with Canadian magazines.” 

The Mail and Empire, Toronto 
daily, said : 

“The action in regard to foreign 
magazines was considerably overdue. 
Canada has long been smothered 
with millions of copies of 300 or 400 
different United States publications, 
many of which are unwholesome as 
to their contents and all of which 
carry a great deal of United States 
advertising, which familiarizes Ca- 
nadians with United States, rather 
than with Canadian products. 

“Such publications have long been 
an important factor in the adverse 
trade balance against Canada in its 
dealings with the neighboring re- 
public. 


Cuts Magazine Market 


“The impost of 15 cents a pound 
upon such periodicals will make 
many of them unsaleable in this 
country, though the Government re- 
serves the power to admit better- 
class publications which have a cul- 
tural value to our people. 

“The check thus placed upon the 
flood of American periodicals will 
give our own magazines and the 
people who work for them their first 
real opportunity in their own home 
market. It remains for these do- 
mestic publications to take advan- 
tage of a great and growing field in 
the fullest measure.” 

The Evening Citizen, Ottawa, said 
the rate of the new tax is prohibi- 
tive and would raise the Canadian 
price of The Saturday Evening Post, 
for example, to 30 or 35 cents a 
copy. 

There are two opinions in circu- 
lation,” said this daily. “One, based 
on a hint given by the Prime Min- 
ister in his budget speech, is that 
this is to be a tax on literary shoddy. 
The other, which has some official 
support, is that it is to be a tax on 
American advertising. 

“The answer depends on what the 
governor-in-council ‘deems’ to be a 
scientific, educational or religious 
periodical; for this is the only quali- 
fication on which a magazine can be 
placed on the exempt list. 

“This exempt list is to be com- 
piled, and from time to time revised, 
by the governor-in-council with, it is 
understood, the advice of the censor. 
There will be an immediate rush of 
American publishers to crash the 
gate. 

“Of the American magazines 
which could conceivably come under 


the meaning of the present law, 
there is a circulation of two and a 
half million copies in Canada per 
issue. About a million and a half 
of this circulation belongs to widely 
read periodicals of reasonably good 
quality. 


Big Canadian Circulation 


“The remainder is divided between 
publications of very narrow circula- 
tion, and trash. Some of the most 
reputable among the American mag- 
azines carry the heaviest quota of 
advertising; so if this is to be a 
barrier against American sales pub- 
licity it will not also function auto- 
matically as a ban on sensationalism. 
The tariff item, however, creates a 


Vermont Appoints 


Signboard Inspector 
Montpelier, Vt., June 11— 
The Secretary of State has ap- 
pointed an “inspector of sign- 
boards” whose duties are to 
check up all forms of outdoor 
advertising. Under the Ver- 
mont law a fee is payable on 
all such advertising. 


double-barreled weapon, and both 


barrels may be used. 

“One species of literary import 
that qualifies for exclusion on either 
count is left with an immunity all 
its own. Some of the bulky weekly 
editions of American newspapers 
are crowded with national advertis- 
ing and slosh; but as newspapers 


they are beyond reach of the new 
tariff. They will continue to enter 
Canada duty free. 


“If the magazine tariff is applied 
as broadly as some people anticipate 
it will almost certainly switch a 
large volume of American advertis- 
ing in Canada to Canadian period- 
icals and thereby strengthen their 
position. 
strict the light reading of many Ca- 
nadians to these Canadian period- 
icals.” 


Ely Directs Radio 
Newell D. Ely has joined the Dun- 
ham, Younggreen, Lesan Company, 
Chicago, as director of the radio 
department. He has seen service 
with Doremus & Co. and Erwin, 


It will also largely re-|D 


Wasey & Co. 


Clark to Work for 
Telegraph Exchange 


C. S. Clark, who recently resigned 
as director of the educational and 
advertising campaign of the Na- 
tional Confectioners Association, 
Chicago, has become vice-president 
in charge of sales for the Merchants 
oo Exchange, Washington, 


Mr. Clark will make his headquar- 
ters in Chicago. The Exchange is 
promoting gifts of candy and fruit 
by telegraph, as recently reported 
by ADVERTISING AGE. 


Open Seattle Office 


Emil Brisacher & Staff, San Fran- 
cisco, are opening a Seattle branch, 
which will give them an office in 
every important Pacific Coast city. 
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Rush!--Hurry!:-Must! 


Yet We Are Proud of Our Rather 
Olympian Calm 
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In a business in which “rush” is the order of the day, “hurry” is a catchword, 


and “must” is a command which brooks no violation, the calm with which 


we meet these conditions sometimes amazes even us. Please don’t mistake 


us. We don’t ignore these commands. It is our ability to obey them with 


time to spare, without hurrying, that is quite remarkable. And yet, there 


DDF>, 
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isn't any great mystery about it. With a plant embodying every practical 


labor saving device (including some we ourselves have invented), a staff 


3) 


trained to set type swiftly, yet with the skill and taste essential to the art of 


OF 


typography, and an abundant supply of every kind of type that a client 


2) 


could possibly demand, the credit is not so much to us for doing what we 


do, but to us for devising and having the plant and organization that can do 


S 


it. This may sound all too Elysian to you unless you are a customer of ours. 


If you are. you know it’s true. If you’re not, you have a surprise in store, in 
. . 7d >] 


< 


we 
IOI" 


4 ) 

e , either of two ways. 7. (We'd love to have you do this.) Come up and visit us, 

Le ( 

3 and we'll show you what a real advertising typography plant should be. 
} { 


2. (We'd love this, also.) Let us do some advertising composition for you. 


y } All this might seem to indicate excessive expense, but the cost of Lee 

ei & Phillips typography is no greater, and probably less, than you pay now. 

€ ; Lee & Puixuips, Inc., 228 East Forty-fifth Street, NewYork, Typographers 

@ who prove it with proofs. Phone: MUrray Hill 2-5050. This advertisement 
4 


is No. 2 of a series, showing diversified design. Layout and typography, in 


the Directoire manner, by Lez & Puttups, Inc. Set in Bauer Bodoni. 
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SCREENLAND and SILVER SCREEN 


From Miss Delight Evans, Editor 


SUBJECT: SCREENLAND’S EDITORIAL POLICY 


The editorial policy of SCREENLAND? That's a large order. 


I wish I could answer your question by quoting the line about the 
Magazine that is used in “America’s Sweetheart’—an absolutely 
unsolicited testimonial. This musical comedy is one of Broadway's 


current hits, as you know. It’s a clever satire on the movies. And 


SCREENLAND is the only screen magazine mentioned in it. 


In one scene a pretty girl says to another: “Let’s get SCREENLAND 
and find out all the dope about Hollywood!” It’s the policy of this 
Magazine in a nutshell—a slangy, modern, youthful nutshell. Just 
a “natural.” 


But I suppose all this is a far cry from the sort of thing you'll be 
needing. You want a more dignified statement of policy. All right! 


I can give you the policy of this Magazine in just three phrases— 
short phrases, but packed with meaning! 

New SLanrT. DEFINITE PERSONALITY. SMART APPEARANCE. 
And the greatest of these is—the most important and significant of 
these three policy lines, is the first: New SLANT. 


In an art-industry where whispers are magnified to roars and giggles 
to guffaws; where everybody knows his neighbors’ business and prints 
it; where today’s embryo idea is tomorrow's super-ultra-special epic 
motion picture production—SCREENLAND has a New Slant. This 
New Slant is the quality that makes the public, for instance, flock to 
see one “Gangster” picture and stay away from another. They are 
both underworld movies—both deal with very much the same set of 
characters in the self-same setting—but one’s a hit and the other isn’t. 
And the difference? It’s in treatment—fresh, original, novel treat- 
ment, and people will pay to see that one. SCREENLAND gives its 
readers all the news of the screen colony—but it hasn’t a monopoly 
on news. Newspapers print that, too. But—and here’s your difference 
—this Magazine presents a New Slant on the news, its own fresh and 
novel slant. What's more, it tells not only what has happened and 
what is happening; it tells what is going to happen! Not that 
SCREENLAND sets itself up as a seer, but it is so well aware of 
what is going on in Hollywood—it knows the wheels-within-wheels 
and the ins-and-outs of the industry so well—that it can foresee the 
signing of a new star or director; the success or failure of a big new 
production; even, you might say, the matrimonial intentions of the 
colony—that it can inform its public often well in advance of the 
facts that are later heralded as “news.” 


DEFINITE PERSONALITY. We believe in the taste and intelli- 
gence of the average screen enthusiast. We also believe that there is 
a large public intensely interested in pictures and that this public is 


concerned not only with Hollywood, and its doings, but with the 
world-interest of motion pictures. When you say “movies” most 
people think that all you mean is “Hollywood.” We don’t agree. 


Most pictures are made in Hollywood; most of the stars live in 
or around Hollywood. But Hollywood isn’t all of the screen scene. 
Hollywood news and gossip are exciting and colorful; but there is also 
a vast field, scarcely surveyed as yet, which is also Motion Pictures. 
The educational and artistic possibilities of the screen, we mean. 
Believing that the screen enthusiasts are modern, intelligent persons 


of wide and tolerant interests, we wish to appeal to them as well as 


to the eager “fan” who wants to know what Garbo eats for breakfast, 
or M. Chevalier’s sartorial preferences. This modern screen enthusi- 
ast wants knowledge and news about the broader screen scene which 
embraces all the arts—which has produced a few masterpieces as well 
as many popular box-office productions; which even the most hard- 
ened critics admit is a potential art medium second to none. We don’t 
get dull about it! But you'd be surprised how entertaining SCREEN- 
LAND can make even the “arty” angles of picture-making. And 
because SCREENLAND can reach this most intelligent public and 
still keep its entertaining qualities, it has a Definite Personality. 


SMART APPEARANCE. It’s smart to be Hollywood-conscious 
today. Once, smartness and the screen were not exactly synonymous. 
When people went to the movies they didn’t brag about it. When 
they went to California they visited Hollywood more or less incognito 
and didn’t send postcards home. Now—dukes and duchesses and 
doughty dowagers and celebrated diplomats flock to Screen City to 
see what it’s all about-—and come away singing the praises of Pick- 
fair and the fascinations of the sound studios. The screen is smart. 
And SCREENLAND reflects that smartness, that aliveness, that 
modern feeling not only in its editorial content but in its appearance. 
We call ourselves “The Smart Screen Magazine.” We have to live 
up to this slogan. And we do this by means of the most beautiful 
pictures that ever came out of Hollywood. And when we feel that 
the pictures may not be quite lovely enough, quite modern enough, 
we engage a camera artist like Cecil Beaton, one of the three or four 
greatest photographers in the world, to give us a new slant on the 
screen stars. There's that New Slant again. You'll find it cropping 
up all the time. As for layouts, SCREENLAND has been among 
the first Magazines in America to be cognizant of the modern trend 
in layout art. 


To sum up: this Magazine realizes that it is possible to be modern 
without going “art moderne”; to be youthful, to be zestful, without 
being collegiate or taking on the faintest sophomoric tinge; to be 
informative and accurate without being dry or dull; to satisfy the 
curiosity and interest of millions of screen enthusiasts and still keep 
them on their toes asking for more; and, finally, to maintain a very 
high standard of beauty.—Delight Evans. 


RECENTLY WE TOLD YOU IN PRINTERS’ 


TORIAL POLICY OF SILVER SCREEN. 


THIS IS THE STORY OF SCREENLAND. THE 
TWO MAKE UP THE SCREENLAND UNIT. 95% NEWS STAND CIRCULATION GUAR- 
ANTEEING 700,000 AND DELIVERING NEARLY 800,000 AT $1,300.00 A PAGE. $1.85 PER 
PAGE PER THOUSAND ON THE GUARANTEE AND ACTUALLY ONLY ABOUT $1.62. 
CLEAN ADVERTISINGLY — SMART EDITORIALLY — BOUGHT VOLUNTARILY. 


AND THROUGH REPRINTS THE EDI- 


THE SCREENLAND UNIT 


Publishers of SCREENLAND and SILVER SCREEN 
45 WEST FORTY-FIFTH STREET, NEW YORK 


AND UNIT§ 
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